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IN THE UNITED STATES PATENT AND TRADEMARK OFFICE
BEFORE THE TRADEMARK TRIAL AND APPEAL BOARD

H-D MICHIGAN, INC.,
Opposition No.: 91177156
Opposer N
JESUs
v. HOLY-DIVINESON
L,7 )
BRYAN BROEHM, Mark: R
Serial No.: 78896325
Applicant. Filed: May 30, 2006

OPPOSER'S NOTICE OF RELIANCE NO. 8 UNDER 37 CFR § 2.122(e)

H-D Michigan, Inc. (“Opposer”) submits of record in connection with this
opposition proceeding a representative sample of unsolicited printed publications
available to the general public in libraries and on the NEXIS database, as well as
printed publications, transcripts and wire service articles of general circulation among
members of the public, under Trademark Rule 2.122(e) and In re Cell Therapeutics,
Inc., 67 USPQ2d 1795, 1798 (TTAB 2003). In addition, this notice includes
advertisements for products bearing Opposer’'s marks as they appeared in printed
publications available to the general public in libraries and in general circulation among
members of the public.

This evidence is relevant to the issues of likelihood of confusion and dilution, and
shows, among other things: the nature and extent of the public exposure to the
HARLEY and HARLEY-DAVIDSON marks and names; the fame of Opposer’s marks;
the strength and distinctiveness of Opposer’s marks; the intense unsolicited media
attention on Opposer’s marks over numerous decades; the widespread public

recognition of Opposer's HARLEY and HARLEY-DAVIDSON names and marks by the




media, the general public, and many different industries; and the advertising and

promotion of Opposer’s products under its marks.

The attached articles appeared between 1974 and 2008 in major U.S.

publications, including but not limited to newspapers and magazines such as

Newsweek, Business Week, Forbes, USA Today, The Washington Post, The Wall

Street Journal, The New York Times, The Los Angeles Times, The Chicago Tribune,

The Houston Chronicle, The Philadelphia Inquirer, The Dallas Morning News, The

Financial Times, The Sacramento Bee, The San Francisco Chronicle, The Milwaukee

Journal, The Oregonian, and many others.

EX.| PUBLISH AUTHOR, ARTICLE TITLE, PUBLICATION NAME,
NO. DATE AND RELEVANT EXCERPTS
1 4-24-2008 |Kathleen Brady Shea and Nancy Petersen, “Motorcyclists pay tribute to
Harley dealer Smaltz,” The Philadelphia Inquirer, Section
PHILADELPHIA, P-com Gallery Repository, Pg. BO1
“...the Honey Brook resident and his wife, Karen , ran a
popular Harley-Davidson dealership in Eagle, Chester County.”
2 | 2-10-2008 |Hilary Howard, “ Biker Shrine: Harley-Davidson to Open Museum,” The
New York Times, Section TR, Column O, Travel Desk, COMINGS AND
GOINGS, Pg. 2
“It will also house some very famous bikes, like Elvis Presley’s
1956 motorcycle and Serial No. 1, the first Harley (1903).”
3 | 1-24-2008 |Steve Sievert, “UFC is hoping Lesnar can do heavy lifting,” The Houston
Chronicle, Section SPORTS, Pg. 2
“The UFC signed a deal this month with Harley-Davison that
puts the company’s famous logo in the center of UFC’s
octagon and on event-related signage.”
4 | 1-19-2008 |“Today’s Business,” The Myrtle Beach Sun-News, Section BRIEFS, Pg.
2
“The deal calls for Harley-Davidson to place its famous
logo...”




EX.
NO.

PUBLISH
DATE

AUTHOR, ARTICLE TITLE, PUBLICATION NAME,
AND RELEVANT EXCERPTS

12-2-2007

“A Celebration of Firsts in Delaware,” The Washington Post, Section
SUNDAY SOURCE, Pg. NO8

“One hundred thousand people drive by New Castle every day,
and most don’t stop,” says Mike Schwartz, founder of Mike’s
Famous Harley-Davidson, which is right off the highway.”

9-16-2007

Mel Shields, “Bikers rev up Reno with Street Vibration,” Sacramento
Bee, Section TICKET, Pg. TK40

“Reno’s Harley-Davidson outlet offers the popular Dyno
Drags.”

9-9-2007

Bill Freehling, The Free Lance-Star, Section BUSINESS AND
FINANCIAL NEWS

“Among the top-rated big companies in the B400 are
famous names such as Harley-Davidson, PepsiCo...”

8-17-2007

Jesse Smithey, “Harley Davidson ready to ride at Midway,” Knoxville
News-Sentinel, Section PREPXTRA; Pg. 31

“Midway High School’s Harley Davidson poses for a picture.
He is named after the famous motorcycle brand.”

8-15-2007

Company spotlight column, Ventura County Star, Section BUSINESS
AND FINANCIAL NEWS

“...a great selection of officially branded merchandise from
well-known companies like Coca Cola, Harley-Davidson...”

10

6-24-2007

Terry Box, “Biker chic Women have become a driving force in motorcycle
sales, making up 10% of riders,” The Dallas Morning News, Section
BUSINESS, Pg. 1D

“Once the noisy macho ride of biker toughs and still the
industry’s most popular cruiser, Harley-Davidson appeal to
women riders...”

11

6-16-2007

Joe Michaud, “Mechanic’s DVD series allows Harley owners to get their
fix,” The San Diego Union-Tribune, Section AUTO, Pg. L-3

“The popularity of Harley-Davidson cannot be denied.”
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NO.

PUBLISH
DATE

AUTHOR, ARTICLE TITLE, PUBLICATION NAME,
AND RELEVANT EXCERPTS

12

6-7-2007

“The Seventy Most Influential Black Men In The Auto Industry,” The
Tennessee Tribune, Section: IN THE DRIVER’S SEAT; Pg. 12 Vol 18
No. 23

“...top posts at many other well-known names in auto
manufacturing, services, and racing too. Harley Davidson
motorcycles, XM Radio...”

13

5-26-2007

Rick Romell, “Hearse lets Harley Fans Have One Last Ride,” The
Milwaukee Journal Sentinel, Section A News; Pg. 1

“...local manufacturing icon Harley-Davidson Inc., which
carefully guards it famous brand.”

14

4-1-2007

“Reverse Engineering Revs Up The Engine of Savings: Data Gathering
Replaces Hand Modeling at ‘World of Wizards’; Automotive Inspection,”
Tooling and Production, Section: Pg. 16(6) Vol. 73 No. 4

“All the famous names are included: BMW, Harley Davidson
Ducati....”

15

11-6-2006

“‘Harley-Davidson Proving its Poluarity on eBay According to Research
by Terapeak,” Business Wire

“Over the past century Harley-Davidson has established itself
as the most well-know motorcycle brand on the planet, with
one of the most loyal customer bases of any brand.”

16

10-13-2006

“Earnings Spotlight: AUTOMOTIVE: Harley-Davidson Net Surges As
New Models Lift Results,” The Wall Street Journal, Pg. B2

“The Milwaukee company said retails sales of Harley-Davidson
motorcycles grew... The iconic motorcycles are now sold in
more than 60 countries...”

17

8-7-2006

David Kiley, “Best Global Brands; How the BusinessWeek/Interbrand
Top 100 companies are using their brands to fuel expansion,”
BusinessWeek, Pg. 54

“45 Harley-Davidson... Still the king of the hogs.”

18

6-5-2006

“Throwback bikes; Ride back in time to regain that feel,” Grand Rapid
Press, Section YOUR LIFE, Pg. D1

“This new attention to bikes that look like they’re from the
golden age of motorcycles shows why Harley Davidson has
stayed so popular.”
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PUBLISH
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AND RELEVANT EXCERPTS

19

4-20-2006

“Stock Alert: Emerging Public Company Passes Evaluation of
Abercrombie & Fitch and Signs New Contract!”, Market Wire

“The company entered into production and sale cooperation
agreements with a number of internationally famous brands
such as LEVI'S, GUESS (GES), OLDNAVY, BROOKS
BROTHERS, HARLEY-DAVIDSON (HDI)....”

20

2-22-2006

Cynthia Koons, “Harley Davidson Markets to Women,” The Wall Street
Journal

“Harley-Davidson Markets to Women...Harley has built a
marketing strategy to bring more women into what it likes to
call the ‘Harley-Davidson family.’”

21

1-21-2006

Tom Strongman, “Ford’s Harley-Davidson F-150 now offers all-wheel
drive,” The Kansas City Star, Section H, Pg. 1

“Harley-Davidson is riding a wave of popularity, and many of
them reside in upscale suburban garages”

22

10-19-2005

Preiti Sharma Shahane, “U.S. to Step Up Footwear Imports,” The
Economic Times

“...famous brands such as Sebago, Merrell, Hush Puppies,
Harley Davidson and Caterpillar.”

23

10-13-2005

“‘Harley-Davidson Quarterly Earnings Up,” The New York Times, Section
C.Pg.6

“Harley-Davidson Inc. said Wednesday that its third-quarter
profits rose nearly 16 percent, citing robust motorcycle
shipments worldwide.”

24

8-1-2005

“Global Band Scoreboard: The 100 Top Brands; Here's how we
calculate the power in a name,” BusinessWeek, Pg. 90

“46 Harley- Davidson”

25

7-25-2005

Ray Allegrezza, “Great Workplaces Don’t Come Cheap,” Furniture
Today, Editor’s Desk, Pg. 4

“...which companies are making the grade. | found some well-
known names—Starbucks, Sherwin-Williams, Harley-Davidson
and Microsoft.”
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26

7-25-2005

Staff, “Harley-Davison Rocks, Thanks to Troutman,” Fumiture Today,
News; Pg. 129

“...is introducing a line of rockers emblazoned with the famous
logo of a new customer, Harley-Davidson.”

27

6-30-2005

“University of Florida Names Associate Vice President For Marketing,
Public Relations,” US States News

“Hice joins UF after a long career with some of the nation’s
most respected and well-know recreational product brands,
including Harley-Davidson...”

28

4-10-2005

Scott Williams, “1986 ‘Right to Know’ Law Helps Neighbors Keep Track
of Chemicals; Companies’ Stockpiles, Emergency Preparedness Plans

on File With County,” Milwaukee Journal Sentinel, Section W Waukesha
County, Pg. 1

“Others filing plans include such well-known names as GE
Medical, Cooper Power Systems, Kraft Foods and Harley-
Davidson.”

29

4-1-2005

Rebekah Bennett; Sharyn Rundle-Thiele, “The Brand Loyalty Life Cycle:
Implications for Marketers,” Journal of Brand Management, Vol. 12, No.
4; Pg. 250

“Brand communities are groups of consumers whose common
theme is their usage of a particular brand. Jeep and Harley-
Davidson are two well-known brands that have established
brand communities...”

30

4-1-2005

Marv Balousek, “Coming Soon: More Options for Shopping, Eating,”
Wisconsin State Journal, Capital Region Business Journal, Pg. 18

“The success of The Paradies Shops comes partly from pairing
stores with well-known brands like Harley-Davidson...”

31

2-20-2005

Charles Emerick, “Brothers Acquire Harley-Davidson Franchise,”
Waterloo Courier

“Now the Lumettas have two well-known brands in Miller and
Harley-Davidson under one umbrella.”

32

November
2004

Vanity Fair, Special Advertising Section

“Harley Davidson is proud to salute women who rock the
mainstream”
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33

10-28-2004

“Briefly: Columbia Helicopers Will Ferry National Tree,” The Oregonian,
Section SOUTH ZONER, Pg. D02

“ “Harley Davidson is probably the most popular motorcycle in
the world today,” West Linn Police Chief John Ellison said.”

34

10-9-2004

Julian Guthrie, “90 years and counting for Harley Dealer,” The San
Francisco Chronicle, Section BAY AREA, Pg. B6

“Although the assembly of the first Ford Model T in 1908
eventually cut into motorcycle sales, the Harley Davidson
would grow in popularity after the company was founded in
1903.”

35

9-30-2004

Juliana Koranteng, “Rivets, Riveting Magical Tours,” Amusement
Business, Section: PARKS AND ATTRACTIONS

“From soft-drink giant Coca-Cola Co. to slick auto brand BMW
to chocolate maker Hershey’s to famed bike producer Harley-
Davidson, brand producers are...”

36

9-15-2004

“Ascential Software Previews Ascential World 2004 Events....,” PR
Newswire, Section: Financial News

“Teerlink is credited with re-establishing the world-famous
Harley-Davidson brand....”

37

8-2-2004

“Cult Brands; The BusinessWeek/Interbrand annual ranking of the
world’s most valuable brands shows the power of passionate
consumers,” BusinessWeek, Pg. 68

“41 Harley- Davidson... The motorcycle icon...”

38

7-18-2004

“Chick-Fil-A Chief Says good Hires Key to Success,” Florida Times-
Union, Section BUSINESS; Pg. G-1

“Cathy’s goal is to have his family-owned company’s brand
ranked with such well-known (and beloved) companies as
Krispy Kreme and Harley-Davidson.”

39

6-13-2004

Andrew Leckey, “Leisure stocks having a great time,” Chicago Tribune,
Section BUSINESS, ZONE C, Pg. 5

“He also recommends Harley-Davidson Inc. (HDI), the famous
motorcycle company that boasts a solid and growing cult
following.”
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40

5-10-2004

Miles Moore, “Brand Positioning; Unlike More Glamorous Products, Tires
Can Be Tough to Market; Usually the Medium is Indeed the Message,”
Tire Business, Pg. 1

“...Harley-Davidson is a prime example, he added; the
motorcycle manufacturer extended its well-known brand to
clothing and even an erstwhile theme restaurant...”

41

3-21-2004

Valerie Whitney, “Take a Stroll Through; A Unique, Beachside Retail
Complex and You'll Soon See the...New Colors of Ocean Walk...,”
Daytona Beach News Journal, Section E, Pg. 1E

“Daytona Harley-Davidson sells clothing for men and women,
as well as some children’s attire with the famed Harley name.”

42

2-26-2004

Richard Truett, “This Bike Proves Big is Better; Triumph Says Its Rocket
I Will Go From Zero to 60 MPH in Just 2.9 Seconds,” Orlando Sentinel,
Section RIDE, Pg. F1

“Harley-Davidson: America’s most popular motorcycle
company rolls into two locations this year for Bike Week.”

43

January
2004

Anonymous, “Harley-Davidson Financial Services Revs Up lts Dealer
Payment System,” AFP Exchange, Section: Vol. 24, No. 1;; Pg. 14-16

“...an organization with 100 years of experience developing
creative and strategic initiatives that drive the well-known
Harley-Davidson brand.”

44

9-23-2003

“‘“Owens & Minor Ranks First in the 2003 InformationWeek 500,” PR
Newswire, Section: Financial News

“Owens & Minor led the way among other well-known
companies such as General Motors, FedEx, and Harley-
Davidson.”

45

8-31-2003

Randall Pinkston, “High gear; Harley-Davidson celebrates 100 years,”
CBS News Transcripts

“Ed Youngblood is the curator of the ‘Heroes of Harley-
Davidson’ exhibit at the Motorcycle Hall of Fame Museum in
Ohio.”

46

8-4-2003

“Global Band Scoreboard: The 100 Top Brands; Here's how we
calculate the power in a name,” BusinessWeek, Pg. 72

“44 Harley- Davidson”




EX.
NO.

PUBLISH
DATE

AUTHOR, ARTICLE TITLE, PUBLICATION NAME,
AND RELEVANT EXCERPTS

47

7-18-2003

Lloyd Price, “Luxurious Touches Soften Rough, Tough Chevy Trucks,”
Pittsburgh Post-Gazette, Section Business, Pg. B-12

“Some, such as Ford, have licensing arrangements with such
well-known brands as Harley Davidson...”

48

7-15-2003

Jack Sirard, “Fund Manager Eschews Stars for Consistent Performers,”
Sacramento Bee, Section Business, Pg. D1

“In recent weeks, Nygren has added two well-known names to
his investment portfolio, Automatic Data Processing, Inc. (ADP)
and Harley-Davidson Inc. (HDI)”

49

6-12-2003

“Harley-Davidson Marketing Veteran Clyde Fessler Joins Redline’s
Board of Directors,” Business Wire

“Harley-Davidson....one of the most successful companies and
well-known brands in the world.” “...a brand strategy that has
endured for over 20 years and enabled Harley-Davidson to be
inducted into the Marketing Hall of Fame;...”

50

4-19-2003

Jason Compton, “Pinball Gamely Hanging On; Machines Hard To Find in
Computer and Video Game World,” Chicago Tribune, Section Business;
Zone: C, Pg. 3

“...games produced by Stern since its rebirth have been well-
known licensed names, from the Simpsons to Harley-
Davidson...”

51

April 2003

“Marketing for ‘Motorheads’. (Rollouts).”, Business and Industry Point of
Purchase, Section Pg. 25 vol. 9 No. 4

“...includes other well-known brands such as Harley-
Davidson.”

52

2-18-2003

Jim Kneiszel, “Velocity Finds Speed Equals Success,” Green Bay Press-
Gazette, Section Business, Pg. 6C

“And customers have included well-known names like Georgia
Pacific and Harley-Davidson.”

53

1-14-2003

“Paul Tracy Recommends the Following Stocks: Amgen, First Data and
Harley Davidson,” Business Wire

“This maker of heavyweight motorcycles should have no
trouble riding on its well-known brand name...”
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PUBLISH
DATE

AUTHOR, ARTICLE TITLE, PUBLICATION NAME,
AND RELEVANT EXCERPTS

54

11-30-2002

G. Chambers Williams, lll, “Harley, Ford Continue Marriage; New Cross-
Branded Trucks Offer Special Features,” San Antonio Express-News,
Section DRIVE; pg. 1J

“Ford has added yet another model to its line of F-150 pickups
co-branded with the famous Harley-Davidson name.”

95

9-1-2002

“Harley-Davidson® Safety Eyewear.; New Products,” Roofing Contractor,
Section Pg. 69(2) Vol. 22 No. 9

“...features a bluemirror lens engraved with the Harley-
Davidson name. The brand name and famous bar-and-shield
logo are also prominently featured on the front.”

56

8-5-2002

“The 100 Top Brands; What’s in a name? Plenty, if you play your cards
right,” BusinessWeek, Pg. 95

“46 Harley- Davidson... Masterful job of selling Baby Boomers
on a high-margin symbol of youthful rebillion.”

57

7-25-2002

Elain Louie, “CURRENTS: MOTORCYCLE; 100 Years of Vroooooooom,
As Harley-Davidson Hits the Road,” The New York Times, Section F,
Column 1, House & Home/Style Desk, Pg. 3

“Harley-Davidson is celebratin the 100th anniverary of its
founding with Open Road Tour...”

58

7-18-2002

Ray Hughey, “Biker Nirvana Weathers Economic Bumps In Fine Shape,’
The Oregonian, Section SOUTHWEST ZONER, Pg. 06

“...row after gleaming row of famed Harley-Davidson
motorcycles,...”

59

May 2002

Jeffrey R. Kosnett, “A Gold Bug Gets It Right,” Kiplinger’s Personal
Finance, Section Vol. 56, No. 5; Pg. 70

“It mostly holds well-known large and midsize companies, such
as Amgen and Harley-Davidson.”

60

4-26-2002

“Wolverine Reports It's On Solid Footing To Meet This Year’s Sales,
Profit Goals; Shoemaker Expects to Increase Sales 15 percent in 2002,”
Grand Rapid Press, Section BUSINESS; Pg. A6

“It also works with well-known companies, such as Caterpillar,
the maker of earthy-moving equipment, and Harley Davidson
motorcycles, to create licensed shoe brands.”

10
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PUBLISH
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AND RELEVANT EXCERPTS

61

3-18-2002

Tim Woodward, “Vintage Two-Wheelers Draw A Crowd,” The Idaho
Statesman, Section LOCAL; Pg. 3

“...the show offered a representative sampling of motorcycle
mania, from famous names such as Harley-Davidson...”

62

12-21-2001

Bob Golfen, “Guitarmaker Moves Into HQ Fender Holds Open House at
New Offices,” The Arizona Republic (Phoenix), Section NORTHEAST
PHOENIX COMMUNITY, Pg. 1

“Just as with another famous U.S. brand, Harley-Davidson, new
owners built the franchise...”

63

5-31-2001

Peter Porco, “Harley loses role with APD; HOGLESS: The Police
Department’s motorcycle officers are now riding RMWs with antilock
brakes,” Anchorage Daily News, Section METRO, Pg. B1

“Harley-Davidson, the most famous name in mortorcycles...”

64

4-28-2001

“Harley Cruising Into Hall of Fame,” Milwaukee Journal Sentinel, Section
BUSINESS; Pg. 03D

“Harley-Davidson Corp. of Milwaukee will be named to the
Marketing Hall of Fame in June...”

65

4-27-2001

Stuart Elliot, “THE MEDIA BUSINESs: ADVERTISING-- ADDENDA;
Honors for Staples and Harley Davidson,” The New York Times, Section
C; Column 2; Business/Financial Desk; Pg. 3

Harley-Davidson in Milwaukee and Staples Inc. in Framingham,
Mass., are being named to the Marketing Hall of Fame.... Harley
Davidson will be honored in the classic category, for brand
with strong leadership position for more than 25 years.”

66

March 2001

Mike Miller, “A Strong Brand is Essential to Your CU’s Success,” Credit
Union Magazine, Section Vol 67, No. 3; Pg. 24

“...an excellent example of successful brand development and
management. The product manufacturer is famous for
producing is ironically not its most successful financially. The
company is Harley Davidson.”

67

9-1-2000

Tom Feare, “Following A Fixed Path; Conveyors, Overhead Monorails,
and Wire- or Raid-Guided Vehicles are Among The Many Ways for
Moving Materials,” Modern Materials Handling, Section EQUIPMENT
REPORT, Pg. 53

“Behind another well-known brand name, Harley-Davidson,
there are several....”

11
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68

8-30-2000

Andy Dworkin, “Want Your Kid To Look Like Sports Star? Just Do It,”
The Oregonian, Section BUSINESS; Pg. BO3

“But the company is a big maker of kids clothes under license
with famous brands, such as Barbie coats and fake-leather
Harley-Davidson jackets.”

69

4-27-2000

“Wal-Mart Stores to Exclusively Offer Mary-Kate and Ashley Fashion
Line For Young Girls and ‘Tweens,” PR Newswire, Section FINANCIAL
NEWS

“The Beanstalk Group represents... such other world-famous
brands as Harley-Davidson, The Coca-Cola Company, and
McDonnald’s.”

70

1-31-2000

David McGuire, “****Lottery Companies Merge, Target Internet,”
Newsbytes PM

“...a company that licenses famous trademarks such as James
Bond, Harley Davidson,...”

71

10-5-1999

Judy Fahys, “Court Backs Utah, Tuition Vouchers; State Wins Right to
Tout Snow as ‘The Greatest’; Snow Motto is Utah’s, Court Declares,”
Salt Lake Tribune, Section: Final; Pg. A1

“...its concern about protecting its brand identity was shared
by such famous trademark-holders as Revion, John Deere,
Listerine, Harley-Davidson....”

72

8-23-1999

Fara Warner, “Shake-Up in Light Trucks in Coming Down the Pike —
new Marketing, Hybrids and Small, Specialized Runs May Have a Big
Impact,” The Wall Street Journal, Section Industry Focus; Pg. B4

“The Harley-Davidson F-150, meanwhile, trades on the macho
appeal of the famous motorcycle brand...”

73

4-20-1999

Patrick Jenkins, “Trump Rolls Harley into Taj Mahal,” The Star-Ledger,
Section BUSINESS; Pg. 21

“Trump is bringing in another famous brand name to Atlantic
City’s Boardwalk. Harley-Davidson - and its rough and tumble
image...”

12
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74

2-4-1999

“The Children’s Footwear Group of Wolverine World Wide Launches
First Product Line,” Business Wire

“...introduction of a full line of children’s footwear under the
Company’s Hush Puppies, Caterpillar, Harley-Davidson and
Colemen labels. The brand power of these famous names will
give the Company an unmatched presence...”

75

11-1-1998

Barbara Jacobs, “Creative Newsletters & Annual Reports: Designing
Information; Review,” American Library Association Booklist, Pg. 473
Vol. 95 No. 5

“Some of the more famous company names in the U.S. are
featured as outstanding examples— including a Harley-
Davidson annual report...”

76

5-1-1998

Bill Reed, “Harley Haven; Hammerhead Classic Featured Fancy
Motorcycles and Camaraderie - Plus Bikers; Left Behind $10,000 for The
Leukemia Society,” The Virginian-Pilot, Section Virginia Beach Beacon,
Pg. 06

“...all of which are manufactured under the famed Harley-
Davidson logo.”

77

2-12-1997

Jody Davis, “Big Bikes for Boomers,” CNNFN, Section Business

“Harley’s done a very, very good job of marketing what Harley-
Davidson is and positioned Harley as a company to their
customers.”

78

6-20-1996

“Best Bets; Ventura County Weekend,” Los Angeles Times, Section
Calendar; Part F; Page 1A; Zones Desk

“Famous names such as Indian, Harley-Davison, Triumph and
BSA will rev it up....”

79

2-3-1995

Maria Carlino, “Zippo Manufacturing Co.”, Journal of Commerce, Section
foreign Trade, Pg. 4A

“Zippo has also developed series employing well-known
trademarks or personalities such as Harley Davidson and Elvis
Presley.”

80

11-15-1994

“General Publishing Group Celebrates the Holidays with Something for
Everyone,” PR Newswire, Section Entertainment, Television, and
Culture

“A century later the Gibson name is as world famous as Coca-
Cola and Harley Davidson.”

13




EX.| PUBLISH AUTHOR, ARTICLE TITLE, PUBLICATION NAME,
NO. DATE AND RELEVANT EXCERPTS
81 | 6-10-1993 |Jeff Flock, “Harley Davidson Celebrates Its 90th Anniversary,” CNN
“The popularity of the Harley Davidson, though, is
unquestioned as attested by the backs of shirts on the
members of the Harley Owners Group which is where the
H.O.G.- Hog comes from.”
82 | 2-24-1992 |James Sterngold, “American Business Starts A Counterattack in Japan,”
The New York Times, A1
“a romantic attraction for the kind of muscular American image
the Harley-Davidson name still evokes.”
83 | 3-17-1991 |Geet Sharma-Jensen, “Motorcycle chic; Accessories rev up big sales for
Harley’'s merchandise chief,” The Milwaukee Journal, Section Business,
Pg. D1
“Harley Davidson’s ... MotorClothers is helping build Harley
chic.”
84 | 11-17-1990 | Douglas Marten, “Mount Those Harley hogs, Oh You Wild Men and Cork
That Beaujolais!” The New York Times
85 | 11-11-1990 | John Fauber, “Harley speeds into the ‘90s; Company looks for an encore
to its dramatic turnaround,” The Milwaukee Journal, Section Business,
D1
“Ironically, Harley’s popularity has increased so much...”
86 | 8-31-1990 |Robert L. Rose, “Vrooming Back; After Nearly Stalling Harley Davidson
Finds New Crowd of Riders; It Sheds Hell's Angels Image, Markets to
Professionals and Aging Baby Boomers,” The Wall Street Journal, Pg.
A1
“It was a mystique molded by popular culture and encouraged
by the manufacturer, Harley-Davidson Inc.”
87 | July/August | Harley Women, An Asphalt Angels Magazine
1989
88 | June 1989 |American Iron
The magazine for people who love Harley-Davidson
Motorcycles
89 | 3-16-1989 |“From ‘60s Hippies to ‘80s Yuppies, Harley Has Appeal,” Panama City

Herald
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90

3-2-1989

Judie Brown Taggart, “High on the Hog; Harleys drive biker gear into
mainstream fashion,” Tampa Tribune, Pg. 1F

“Harley-Davidson is posed to roar full throttle onto the fashion
scene.”

91

2-27-1989

Dave Jensen, “Harleys ‘charisma’ revs up sales at dealership,” The
Business Journal

“It’s gotta be ‘hog’ heaven, being a Harley Davidson
enthusiast and owning one of the company’s dealerships in
the same area where the guts for more than 50,000 of the
legendary motorcycles are manufactured each year.”

92

12-11-1988

Jon Bashor, “Harley-Davidson reclaims market share and image; Hogs
in with California’s ‘in’ crowd,” ContraCostaTimes, Pg. 7A

“But Milwaukee iron is more than a machine--- it’s an image, a
mystique that Harley...”

93

7-10-1988

“Harley-Davidson 85th Birthday party succeeded on all fronts,” The
Milwaukee Journal

94

6-14-1988

Jim Stingl, “Hog Heaven: Harley riders will converge here Saturday,”
The Milwaukee Journal, 1A

“That may explain why thousands of people who own and love
Harley-Davidson motorcycles are rumbling toward Milwaukee,
to where it all began 85 years ago for the only motorcycle
produced in America today.”

95

6-13-1988

Jon Connole, “Harley-Davidson now dominates U.S. market,” The
Business Journal, vol. 5, No, 36

“Harley-Davidson Inc.’s legendary ‘hogs’ have cornered the
U.S. market for large motorcycles.”

96

5-8-1888

“Letters: Harley’'s Hogs,” New York Times, Section 3 Business

97

June 1988

Milwaukee Iron

“What Harley is... is an all-encompassing, all-American way of
life.”

98

9-10-1987

Bruce Horovitz, “Lorillard Plans to Take on the Marlboro Man With ‘Racy’
Harley-Davidson Cigarettes,” Los Angeles Times, Section 4 Business,
Pg 1
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99

8-2-1987

Ron Leys, “Sitting Pretty On Milwaukee Iron,” Wisconsin Milwaukee
Journal Magazine

“Everywhere we went, from the small towns along Highway 6
to the rest stops along the interstates, it was the Harley-
Davidson that brought the attention.”

100

7-1-1987

“Harley puts stock on sale with a roar,” The Milwaukee Journal Pg. 1A

101

5-5-1987

Warren Brown, “President Regan to Tour Motorcycle Producer’s Plant;
Harley-Davidson Comes Roaring Back,” Los Angeles Times, Section
BUSINESS, Part 4, Pg. 1, Co. 2

“The company is Harley-Davidson Inc., the only U.S.-based
manufacturer of big motorcycles-- the kind made famous by
the infamous Hell’s Angels; the kind featured in movies such
as ‘Easy Rider’ and ‘The Wild One’...”

102

4-2-1987

Roderick Oram, “Riding Free Again; Harley-Davidson,” Financial Times,
Section | Editorial, Pg. 24

“The sole survivor of 143 companies which built motorcycles
in the US, Harley has financially regained its position as market
leader for motorcycles...”

103

3-18-1987

Stuart Auerbach, “Harley Asks End To Tariff; ‘Hogs’ Regain Sales
Behind Duty Barrier,” The Washington Post, Section Business, Pg. H1

“Chairman Vaughn L. Beal Jr. tells the Hill of Harley-
Davidson’s comeback.”

104

3-17-1987

Mike Robinson, “Motorcycle Maker Harley Calls for End to Import
Restraints,” Associated Press, Section Business News

“Harley-Davidson products, dating from 1903, are a new
legendary part of Americana...”

105

March 1987

“The Once and Future King; American iron no longer dominates the
racetracks or showrooms of the land. But with Harley-Davidson’s FLST
Heritage Softail, the enduring style of those halcyon days has returned,”
Rider, Pg. 36

“Harley sticks by tradition and its fast and reliable 61- and 74-
inch big twins, saying that it knows what is best for American
riders.”
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106

March 1987

Brent Ross, “Homeland Heavyweights; The FLST Heritage Softail, FHRT
Sport Glide and FLTC Tour Glide Classic are three similar but distinct
ways to roll down the big-twin touring trail,” Rider, Pg. 39

“Yet one stubborn Western builder refuses to admit that the
Eastern sun has truly risen: Harley-Davidson...is alive and
kicking.”

107

11-3-1986

“The Ultimate Tribute to Harley-Davidson Motorcycles,” Forbes, Pg. 26

“While our lone American survivor holds only 5% of the U.S.
market, Harley-Davidson is beginning to build anew with
leaned-down, much improved manufacturing and
management.”

108

12-2-1985

“Harley’s hogs,” Forbes, Pg. 15

Harley’s biggest asset, however, is the loyalty of Harley
bikers.”

109

April 1985

“Penthouse and Harley-Davidson. Of Man and Machine.” Penthouse

“Harley Davidson builds more than motorcycles. They build
legends.”

110

July 1983

“‘Rider of the month: Ricky Graham,” American Motorcyclist, Pg. 40

“Riding his Tex Peel-tuned Harley-Davidson, Graham picked up
two firsts and three seconds on the miles last year.”

111

3-14-1983

Michael V. Uschan, “Harley-Davidson vows to fight Japanese motorcycle
makers,” United Press International, Section Domestic News

“The Harley-Davidson Motor Co. claims it builds ‘American
Motorcycle,” and the big Harley ‘hog’ is in truth the only
American-made machine.... For years, the Harley was the only
big chopper on the American road. For some, it became a
symbol of the nation’s power and independence.”

112

11-22-1982

“A pileup that may total Harley,” Business Week, Section INDUSTRIAL
PRODUCTION, Pg. 92B

“... Harley-Davidson Motor Co., the last U.S. producer, whose
famous heavyweight ‘hogs’ ...”

113

June 1982

“More small Harley news,” Easyriders, Pg. 44
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114 | 2-28-1981 |Agis Salpukas, “U.S. Group Set to Buy Harley,” The New York Times,
Section 2; Page 29, Column 5; Financial Desk
“The new company, which will own the famous Harley-
Davidson name....”
115 | 8-21-1978 |“Harley-Davidson: A revival as macho motorcycles take off,” Business
Week, Section Corporate Strategies, Pg. 110
“They are called ‘hogs’ in the motorcycle trade, and for much
of this century the unmistakable, deep-throated growl of the
heavyweight bikes from Harley Davidson Motor Co.... turned
on a small cult of leather jacketed rebels and American
gypsies.”
116 | 5-19-1978 |Peter Ross Range, “May’s the Month the Vrooms Bloom,” The
Washington Post, Section Sporting Life
“White’s Ferry became a veritable motorcycle convention:...
the occasional chopped Harley.”
117 | 10-2-1977 |Henry Allen, “Men’s Fashion: | Dress, Therefore | Am,” The Washington
Post, Pg. 21
“... our hiatus look tells the world we just got off our trailer
truck, horse, deer stand, Harley or expert’s slope.”
118 | 9-4-1977 |Phil McCombs, “ RVs and Bikes- Lifestyles in Motion,” The Washington
Post, Pg. A1
“ ‘When | was a 10-year-old kid in Memphis, N.W. my sister was
eight years older and had a boyfriend who had an old police
Harley.””
119 | 5-18-1977 |Michael Kernan, “Bullies: Short or Tall, They're Scary,” The Washington
Post, Section Style, Pg. B1
“... he roared up behind me on his Harley.”
120 | 5-10-1977 |Angus Phillips, “Sweet Life Is for Motorcyclist,” The Washington Post,

Pg. D1

“He actually did throttle down once to let a water cooled Harley
road racer by...”
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121

3-3-1977

Angus Phillips, “Choosing the Right Motorcycle for Your Needs and
Bankroll,” The Washington Post, Pg. D10

“.. there are the King of the Road, the smooth, powerful and
inordinately expensive BMW and the Sultan of the Universe,
the top-of line Harley-Davidson.”

122

February
1977

“Whole Hog: Most say archaic, some sat right on,” Big Bike

“These improvements are added to the tried and true Harley
design... Harley continues to refine what will remain the
standard of the industry.”

123

October
1976

“77 FLH Hallelujah Machine,” Motorcyclist

“His Majesty The Hog: The Ever-Loving Chug-a-Luggin’
Monster Motor Sports A Trick Throne For 77 King and Queen”;
“Equally qualified in this strict delineation of purpose is Harley-
Davidson’s 1200cc FLH V-twin, the largest, longest, lowest,
heaviest, toughest load-haulin’ super cruiser of the tourers, The
Electra-Glide, King of the Highway.”

124

5-3-1976

“Motorcycles: The dip continues,” Business Week

“Harley-Davidson Motor Co.... and the only U.S. motorcycle
maker, is not suffering as severely as its Japanese
competitors.”

125

4-14-1973

“It All Seems a Waste,” Newsweek

“He began laying away cash, saved up for a Harley-Davidson
and wheeled it into a shed...”

126

October
1974

Cook Neilson, “Laguna Seca: Order Restored,” Cycle, Pg. 50

“Kawasaki had rented the track for an exclusive, uninterrupted
test session, and Yvon duHamel, whose Randy Hall turned H2R
had been no faster than Gary Scott’s 750 Harley-Davidson at
Loudon...”

127

February
1974

“And a Partridge In a Pear Tree,” Cycle Guide, Pg. 12

“Throughout the year, you haven’t tested on Harley-
Davidson...
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Motorcyclists pay tribute to Harley dealer Smaltz The Philadelphia Inquirer April 24, 2008
Thursday

Copyright 2008 Philadelphia Newspapers, LLC
All Rights Reserved
The Philadelphia Inquirer

April 24, 2008 Thursday
CITY-D Edition

SECTION: PHILADELPHIA; P-com Gallery Repository; Pg. BO1

LENGTH: 587 words

HEADLINE: Motorcyclists pay tribute to Harley dealer Smaltz

BYLINE: By Kathleen Brady Shea and Nancy Petersen; Inquirer Staff Writers

BODY:

As the casket bearing the body of William J. "Stretch" Smaltz was lowered into the earth
yesterday, the minister's wife saluted a larger-than-life character.

"Wow! What a ride," exclaimed Linda Grill, and applause arose from the sea of mourners
crowded into the church cemetery near Skippack.

The burial service punctuated a daylong, 40-mile tribute to the 68-year-old Smaltz, a well-
known figure in motorcycling circles.

From 1993 until his death last week from cancer, the Honey Brook resident and his wife,
Karen, ran a popular Harley-Davidson dealership in Eagle, Chester County. He was even
better known as an activist, having helped organize the Philadelphia Ride for Freedom 17
years ago to support POWs and MIAs - an annual event that attracts more than 4,000
motorcyclists.

Hundreds of them accompanied Smaltz on his last ride yesterday. It began at St. Peter's
Church in West Brandywine, Chester County, where the 2,000 seats were not enough to
hold the mourners. The procession took a circuitous route so as to pass Smaltz's shop,
which was closed in his memory.

The long column, which included a state police escort, then roared north up Route 100 to
Route 422, blocking traffic. More than an hour later, the cycles arrived at Wentz's United
Church of Christ in Worcester, Montgomery County. It took almost 15 minutes for everyone
to make the turn off Skippack Pike into the cemetery.

"They generally don't close roads unless it's the president or the pope," said Mike
Tomcavage, 58, of Norristown, a close friend of Smaltz's. "Lots of folks must have been
wondering who he was."

As word spread that Smaltz had lost his long battle with kidney cancer Friday, friends said,
they were inundated with requests from police departments, fire companies and civic



leaders.

"Everyone said, 'What can we do?' " said Russell Smith, president of the Blue Comets
motorcycle club.

Smith said Smaltz's services, which included a Coast Guard flag-presentation ceremony and
a luncheon at the Blue Comets headquarters, was a collaborative effort that evolved almost
automatically. It brought together mourners ranging from businesspeople in suits to bikers
in leather and colorfully patched denim.

Tomcavage said he was fortunate to know exactly who Smaltz was.

"Stretch would do anything for you. That says it all," he said. "Anyone else here is going to
say the same thing."

Smaltz was a charter member of the Philadelphia chapter of Rolling Thunder, a national
nonprofit group dedicated to raising awareness of POW and MIA issues. But his compassion
also manifested itself closer to home. In 2006, after the Amish schoolhouse shootings in
Nickel Mines, Lancaster County, Smaltz helped organize a ride to benefit the victims that
raised more than $42,000,.

Ted Barrett, 66, of West Norriton, said members of the Amish community had visited
Tuesday to pay their respects.

"There was only one Stretch," he said.

Lorraine Leaming, 60, a fellow Harley-Davidson dealer from Salem County, recalled Smaltz
as "very passionate about motorcycles and people.”

"Just to show you his magnitude,” she added, the president and vice president of Harley-
Davidson came from Milwaukee for the services. Smaltz was a past president of the Eastern
Harley-Davidson Dealer Association.

Karen Smaltz said she was overwhelmed by the outpouring of support and affection for her
husband.

"It was exactly what he would have wanted," she said. "He's definitely smiling."

Contact staff writer Kathleen Brady Shea at 610-701-7625 or kbrady@phillynews.com.

GRAPHIC: Photograph by: Feed Loader
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Biker Shrine: Harley-Davidson to Open Museum The New York Times February 10, 2008
Sunday

Copyright 2008 The New York Times Company
The New York Times

February 10, 2008 Sunday
Late Edition - Final

SECTION: Section TR; Column 0; Travel Desk; COMINGS AND GOINGS; Pg. 2
LENGTH: 157 words

HEADLINE: Biker Shrine: Harley-Davidson to Open Museum

BYLINE: By HILARY HOWARD

BODY:

Diehard motorcyclists: Milwaukee could be your destination of choice this year. The Harley-
Davidson Museum (www.h-dmuseum.com) scheduled to open this summer in downtown
Milwaukee (the company's home for over 100 years), will have 130,000 square feet of
exhibition space, a restaurant, a shop, meeting space and the Harley-Davidson archives.

It will also house some very famous bikes, like Elvis Presley's 1956 motorcycle and Serial
No. 1, the first Harley (1903). Museumgoers will be able to stay at the Iron Horse Hotel,
also opening this summer in downtown Milwaukee. The hotel will have 100 rooms with
luxury amenities like walk-in showers, iPod docking stations and flat-screen televisions, a
gym, a yoga studio, spa treatment rooms and the Boiler Room, with a hot tub, a cold pool
and urban views. For riders, the hotel will offer secure, covered motorcycle parking. Nightly
rates will range from $179 to $319 (www.theironhorsehotel.com).

URL: http://www.nytimes.com

GRAPHIC: PHOTO
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UFC is hoping Lesnar can do heavy lifting The Houston Chronicle January 28, 2008 Monday

Copyright 2008 The Houston Chronicle Publishing Company
All Rights Reserved
The Houston Chronicle

January 28, 2008 Monday
3 STAR EDITION

SECTION: SPORTS; Pg. 2

LENGTH: 723 words

HEADLINE: UFC is hoping Lesnar can do heavy lifting
BYLINE: STEVE SIEVERT, Staff

BODY:

The Ultimate Fighting Championship is counting on Brock Lesnar to follow a script of a
different kind - winning real fights and, in the process, reinvigorating its heavyweight
division.

The former World Wrestling Entertainment star has left behind the phantom punches and
choreographed outcomes of professional wrestling to fight for real in mixed martial arts.
Lesnar, 30, has been training full time in MMA for two years and won his debut last June in
a 69-second destruction of an overmatched and undersized Min Soo Kim in a K-1 show at
Los Angeles.

For an encore, Lesnar faces former UFC heavyweight champion Frank Mir on Saturday in
UFC 81 at Las Vegas.

Signing Lesnar is a high-profile gamble for the UFC, which has long avoided importing
professional wrestlers for fear of diluting its talent base. But the promotion was seduced by
Lesnar's athleticism and amateur wrestling background.

"I've got a lot to lose in this," said Lesnar, who compiled a 106-5 record in collegiate
wrestling and was a two-time All-American at Minnesota. "I'm tabbed as this professional
wrestler, but people tend to forget that I was an amateur wrestler for 18 years and
competed at a high level. This is my road to, hopefully, becoming the UFC heavyweight
champion."

The UFC would like nothing more.

A year ago, its heavyweight division was on the upswing. Hall of Famer Randy Couture was
poised to come out of retirement, Mirko Filipovic signed a big contract and former champ
Andrei Arlovski was back in the win column after losing a pair of fights. Couture has since
resigned, Filipovic is contemplating retirement, and Arlovski and the UFC remain at
loggerheads over a contract extension.

MMA's premier promotion saw Lesnar as the lighting rod to bolster the division and wasted



little time in making him the focal point of a major pay-per-view show. He adds WWE fans
to the legion of UFC faithful and fires up MMA die-hards, who cringe at the prospects of a
former pro wrestler succeeding in a real combat sport.

"From a business standpoint, the UFC had only one option," Lesnar said. "They are going to
try to get the best bang for their dollar, and they have to do it this way. And, I don't want it
any other way. I want to be tested right away.

"They have high hopes for me to exceed in this sport, and they're going to book me with
somebody we can draw some money with."

Mir is that somebody. He won the vacant UFC heavyweight title in 2004, stopping Tim Sylvia
with an armbar that broke Sylvia's right forearm. Just three months after becoming
champion, Mir suffered a broken leg and torn knee ligaments in a motorcycle accident.

"I've been a hundred percent for a while now," said Mir, who returned to the octagon in
2006. "So there's no excuses. There are a lot of mental aspects behind being severely
injured that I've had to contend with. The doctor cleared me physically, and I haven't had to
make any adjustments."

In addition to a decided edge in MMA experience against Lesnar, the 28-year-old Mir (10-3)
will have advantages in the stand-up game, and his jiu-jitsu skills are battle-tested. Lesnar's
strength will be the equalizer.

"Obviously, Brock Lesnar is stronger than I am," Mir said. "He's stronger than most anybody
he competes against, so if I just lay there, I'm going to get crushed. But, if I can use
constant motion, move around and use some speed; the same thing when a little guy fights
a big guy in the gym. He has to keep the fight moving."

UFC talking TV
In its quest for more mainstream acceptance, the UFC has secured the blue-chip sponsor it
has long coveted. But moving its brand of fighting to network television remains a work in

progress.

The UFC signed a deal this month with Harley-Davidson that puts the company's famous
logo in the center of UFC's octagon and on event-related signage.

The promotion also has sought to expand its television presence beyond a cable partnership
with Spike TV to network television.

Recent published reports suggested a deal with CBS was imminent, but Craig Borsari, UFC's
senior vice president of operations and production, says no agreement has been reached.

"We're talking to a lot of different networks right now," he said. "We have several events
that we're doing in the UK, and we're looking for broadcast partners for all of them."

The first of those shows is expected to take place in June.

NOTES: Stéve Sievert covers mixed martial arts for the Chronicle.
mixedmartialarts@earthlink.net
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Today's Business The Myrtle Beach Sun-News (South Carolina) January 19, 2008 Saturday
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January 19, 2008 Saturday
SECTION: BRIEFS; Pg. 2
LENGTH: 911 words
HEADLINE: Today's Business

BODY:

UNITED STATES
WALL STREET
Stock market ends week with loss, pessimism

New York | Wall Street ended a painful week with another decline Friday as skittish
investors unable to hold on to much optimism about the economy drew little comfort from
President Bush's stimulus plan.

The day's trading reflected how fractious Wall Street has been in the new year. Investors
pulled back from a big early advance, with the major indexes trading mixed as Bush began
to speak. By the time the president finished announcing a plan for about $145 billion worth
of tax relief, the indexes were well into negative territory.

Coming after Bush's announcement, Friday's pullback made it clear that the stock market is
in for a protracted period of uncertainty and continued declines.

For the week, the Dow and the Nasdaq composite index lost 4 percent, while the Standard &
Poor's 500 gave up 5.4 percent. In the 13 trading sessions of 2008, the Dow has lost nearly
9 percent, while the S&P has fallen 9.75 percent and the Nasdaq nearly 12 percent.
INSURANCE

Allstate files appeal against state order

Tallahassee | A court Friday allowed Allstate Corp. ~to keep selling insurance in Florida
while the company appeals an order barring it from writing new policies.

State regulators told Allstate won Thursday to stop writing policies for what officials said
was a failure to comply with a state subpoena in a dispute over the premiums the company
charges for homeowners insurance in Florida.



The 1st District Court of Appeal stayed the order from the Office of Insurance Regulation
pending the appeal, although it gave the office 10 days to show why the company shouldn't
be allowed to sell insurance in the meantime.

Ed Domansky, a spokesman for the Office of Insurance Regulation, said the state has 10
days to file its response but would probably file sooner.

SPONSORSHIPS
UFC and Harley-Davidson team up

New York | On its way to becoming a mainstream sport, Ultimate Fighting Championship
has long courted a sponsor that could bolster its image.

The fast-growing UFC is finally getting one. The Las Vegas-based company that specializes
in mixed martial arts is teaming up with Milwaukee-based Harley-Davidson Motor Co. ~UFC
President Dana White, whose company surpassed more than $200 million in customer retail
revenue for the second year in row, said it was the first time UFC had landed a major
sponsor in a long-term deal.

"Every year, we've taken this thing to another level but the one thing that wasn't there was
the big, blue chip sponsor,” White said. "I think it's just the beginning. It's a perfect brand
for us and the perfect brand for them."

The deal calls for Harley-Davidson to place its famous logo in the center of UFC's well-
known Octagon, where the fighters duke it out in usually explosive and sometimes bloody
fashion, and at weigh-in backdrops and news conferences.

AMBAC FINANCIAL GROUP
Company's strength downgraded by agency

New York | A downgrade of bond insurer Ambac Financial Group Inc. is likely to have far-
reaching effects, making it more difficult for cities to issue new bonds and forcing further
write-downs at financial services companies, analysts said Friday.

After Ambac scrapped plans to raise $1 billion in capital, Fitch Ratings cut the company's
crucial financial strength rating to "AA" from "AAA."

The downgrade likely means Ambac will not underwrite any more business, said John
Flahive, director of fixed income for BNY Mellon Wealth Management. Market prices of
existing bonds insured by Ambac and MBIA Inc. were trading lower before the downgrade,
and Flahive suggested any downgrade could accelerate the decline.

Ambac and chief competitor MBIA together insure $700 billion in municipal bonds, and
MBIA's "AAA" rating is also under threat. The company issued $1 billion in bonds this week
to preserve the rating, though that may not be enough to satisfy the ratings agencies. MBIA
said in a statement Friday it intends to keep working toward maintaining its "AAA" rating.
CONFERENCE BOARD

Falling index indicates declining economy



New York | A gauge of future economic activity skidded 0.2 percent in December,
registering its third consecutive monthly decline and signaling that the U.S. economy likely
will weaken further in coming months.

The Conference Board said Friday that its index of leading indicators fell to 136.5 last month
- its lowest reading in more than 2 years - after declining 0.4 percent to a revised 136.8 in
November and 0.7 percent to 137.3 in October. The December drop was slightly more than
the 0.1 percent decline expected by analysts surveyed by Thomson Financial/IFR.

The index is watched as an indicator of where the U.S. economy is headed in the next three
to six months.

WORLD
JAPAN
Consumers losing optimism for economy

Tokyo | Consumer sentiment in Japan worsened in December, falling to its most pessimistic
level in four and a half years, the government said Friday.

The index for the Cabinet Office's consumer confidence survey, which measures consumers'
economic outlook for the coming six months, fell 1.8 points from the previous month to
38.0 in December. It was the third straight month of decline and brought the index to its
lowest reading since June 2003, when it stood at 36.9.

Consumer spending makes up about 55 percent of Japan's economic activity. Fears have
been growing recently about negative effects on the Japanese economy from the U.S. credit
crunch and the plunge in stock values on Wall Street.

From wire reports
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A Celebration of Firsts in Delaware The Washington Post December 2, 2007 Sunday
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SECTION: SUNDAY SOURCE; Pg. NO8
DISTRIBUTION: DC

LENGTH: 343 words

HEADLINE: A Celebration of Firsts in Delaware

BODY:

WHERE: New Castle, Del.

WHY: Eat like a Colonial, 18th-century attire is the new black, and Harley hogs gone to
heaven.

HOW FAR: About seven miles from start to finish.
On Friday, party in New Castle like it's 1787.

Two hundred and twenty years ago on Dec. 7, Delaware ratified the U.S. Constitution,
becoming the first of the 13 original states to officially assert its independence. And though
the signing took place in Dover, Del., the best place to celebrate in 18th-century style is in
the state's first capital, New Castle,

Most likely, if you've driven Interstate 95 between Baltimore and Philadelphia, you've seen
New Castle flash by. But that's new New Castle. You need to venture a little farther -- in
miles and time -- to get to Old New Castle,

Settled by the Dutch in 1651, New Castle became a wealthy town in the 1700s, thriving as a
transportation hub for goods and travelers and as a center of legal activity and government.
In 1776, it became the state capital, but in 1777, the encroaching redcoats chased the
powdered wigs to Dover. Yet even after the legislature fled, New Castle remained an
important stagecoach stop and a destination on horse-drawn railroad lines. But in the
1840s, the city was bypassed by the new steam coaches, and its heyday was history.

Luckily for day-trippers, New Castle's short stint as a well-to-do capital left it with a well-
preserved town center that has earned National Historic Landmark status. Today, the



narrow cobblestone streets lead to stately structures built in the Federal, Georgian and late
Victorian styles. Rather than being closed off with velvet ropes, the stolid buildings invite
visitors inside to their restaurants, pubs and museums. And while the historic downtown
might not be as lively as the newer section, that's part of its Old America charm.

"One hundred thousand people drive by New Castle every day, and most don't stop," says
Mike Schwartz, founder of Mike's Famous Harley-Davidson, which is right off the
highway. "But those that do stop find New Castle to be a treasure."

-- Ben Chapman

GRAPHIC: IMAGE; Map By Jerome Cookson For The Washington Post; Photos By Ben
Chapman For The Washington Post
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Bikers rev up Reno with Street Vibrations Sacramento Bee (California) September 16, 2007
Sunday

Copyright 2007 McClatchy Newspapers, Inc.
All Rights Reserved
Sacramento Bee (California)

September 16, 2007 Sunday
METRO FINAL EDITION

SECTION: TICKET; Pg. TK40

LENGTH: 366 words

HEADLINE: Bikers rev up Reno with Street Vibrations
BYLINE: Me| Shields Bee Correspondent

BODY:

Reno's Street Vibrations, expected to draw 30,000 people, is said to be the sixth-largest
motorcycle event around. This year's edition starts Friday and will feature cycle giveaways,
parts swap meets, a tattoo expo, the America's Finest Custom Bike Builders Invitational,
stunt shows, drag races and more.

Perhaps the most aptly named special event on Reno's calendar, Street Vibrations has
grown steadily since its modest inception. It was figured that a city known for classic car
displays and cruises during Hot August Nights would be a perfect setting for bikers, and its
popularity has grown beyond prediction.

The streets of Reno are enticement enough for most riders, but it's a quick roar to Virginia
City, Carson City, Truckee and Lake Tahoe.

* Virginia City will feature about 60 vendors and provide special parking for more than 400
motorcycles.

* Carson City's Harley- Davidson dealership has become a major sponsor. On Friday and
Saturday, it will host stunt shows with Ill Conduct (Friday at 11:30 a.m. and 1:45 and 5:30
p.m.; Saturday at 11:30 a.m. and 2 and 3 p.m.), high-jumps from Liv Fast (Friday at 10:30
a.m., 1 and 4:30 p.m.; Saturday at 9:30 a.m., noon and 2:45 p.m.), and interspersed
musical performances by Steel Breeze, Donny and the Wayrads, and the Party Girls. (775)
882-7433

* Reno's Harley-Davidson outlet offers the popular Dyno Drags. Participants can test
their bikes against the best each day during the festival ($20 for three runs).

* The Silver Legacy will host America's Finest, a display of custom bikes. The Tattoo Expo
and motorcycle parts swap will be at the Sands Regency. Virginia Street will be closed to
automobile traffic and will become a giant shopping mall with more than 350 vendors.

There surely are Harley riders out there who prefer to listen to Mozart or Johnny Mathis, but



they would hardly fit the stereotype. Thus, the casinos prefer to play it safe when it comes
to the special concerts for this weekend.

The Scorpions, for instance, will play the Grand Sierra on Saturday. (8 p.m.; $60.50,
$82.50; 800-648-3568)

George Thorogood and the Destroyers take the Silver Legacy stage on Friday (9 p.m.) and
Saturday (8 p.m.) ($30, $40, $55; 800-687-8733).

NOTES: RENO / TAHOE
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HEADLINE: The Free Lance-Star, ~Fredericksburg, Va., Bill Freehling Column

BYLINE: Bill Freehling, The Free Lance-Star, Fredericksburg, Va.

BODY:

Sep. 9--In the U.S. alone, there are the Standard & Poor's 400, 500 and 600; the Wilshire
5000; the Russell 2000 and many more.

Add one more to the list.

Barron's magazine introduced its recently created stock market index in the Sept. 3 edition.
It's called the Barron's 400, and the magazine claims it's meant to be a money-making tool
for investors. The Barron's index, which includes 400 U.S. publicly traded companies, differs
from others.

Most U.S. stock market indices represent a specific segment of publicly traded companies.
For example, the Russell 2000 is made up of stocks with small market capitalizations, while
the Standard & Poor's 500 is composed of big companies.

The Standard & Poor's indices aim to include companies representing a broad portion of the
economy. There is little turnover.

The Barron's 400 includes all size stocks. As of Aug. 24, it was about 34 percent large-cap,
19 percent mid-cap, 40 percent small-cap and 7 percent micro-cap. It includes all industry
sectors; oil, industrial and financial stocks made up the largest portion as of Aug. 24.

Further, the Barron's list more closely resembles an actively managed mutual fund in terms
of its turnover. The list is recalculated every six months. In back-testing to 1998, an
average of 160 stocks were eliminated every six months and replaced by new ones. That
turnover rate isn't especially tax-friendly.

Barron's picks its list of stocks based on the research methods of MarketGrader.com. That
firm rates stocks in the broad-market Wilshire 5000 based on a company's growth,
profitability, cash flow and stock valuation. The magazine considers it a "growth-at-a-
reasonable-price" approach.

Each of the companies in the Wilshire 5000 is graded and then ranked. Real-estate
investment trusts are eliminated, as are thinly traded stocks and those with a market cap



under $250 million. At least a quarter of the Barron's list must be companies with a market
value of $3 billion or more. No industry can make up more than 20 percent of the index.

After all those and more tests are done, the remaining stocks with the highest rating
become the B400, as Barron's is calling it. Each stock is weighted equally in the index,
which has beaten the market over the past several years.

"For investors, the index could be a short-cut to finding promising stocks," Barron's writes.

While Barron's has provided investors with another starting point to research companies, it
isn't doing it for purely selfless reasons. The B400 could be licensed as the basis of an
exchange-traded fund and other financial products. The list is likely to drive traffic to the
company's Web site.

Among the top-rated big companies in the B400 are famous names such as Harley-
Davidson, PepsiCo and Microsoft. The full list is at Barrons400.com.

To see more of The Free Lance-Star, vor to subscribe to the newspaper, go to
http://fredericksburg.com/flshome. Copyright (c) 2007, The Free Lance-Star, ~
Fredericksburg, Va. Distributed by McClatchy-Tribune Information Services. For reprints,
email tmsreprints@permissionsgroup.com, call 800-374-7985 or 847-635-6550, send a fax
to 847-635-6968, or write to The Permissions Group Inc., 1247 Milwaukee Ave., Suite 303,
Glenview, IL 60025, USA.
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Harley Davidson ready to ride at Midway Knoxville News-Sentinel (Tennessee) August 17,
2007 Friday

Copyright 2007 Knoxville News-Sentinel Co.
All Rights Reserved
Knoxville News-Sentinel (Tennessee)

August 17, 2007 Friday

SECTION: PREPXTRA; 10 QUESTIONS: JESSE SMITHEY INTERVIEWS MIDWAY'S HARLEY
DAVIDSON; Pg. 31

LENGTH: 1099 words
HEADLINE: Harley Davidson ready to ride at Midway
BYLINE: Jesse Smithey covers high school sports. He may be reached at 865-342-6290.

BODY:

One high school football player has been at the top of my 10 Questions wish list for the last
two seasons.

He is hardly a no-name. Still, I had to wait until he developed a football resumé. And my
patience was returned in full Aug. 7- the day I finally interviewed Midway High School's
Harley Davidson.

Yep. Harley Davidson. That's his real name. And the 5-foot-10, 170-pound running
back/wide receiver didn't disappoint, just like Midway coach Craig Moser said he wouldn't.

"He's fun to be around," Moser said minutes prior to speaking with Davidson, whose middle
name is Kincaid. "He's very personable. You can talk to him really easy. He'll make you
laugh. He's a smart guy. He understands what's going on on the football field.

"He's a good guy to be around.”
Not one of those statements came up false.

Davidson's horsepower should play a huge role in Midway's upcoming run. In the 2006
regular season, Davidson rushed for 238 yards on 32 carries and scored four times. He
caught six passes for 112 yards and also made two interceptions as a defensive back.

He's an all-purpose vehicle more than a motorcycle.

"He's a slash guy for us," said Moser. "He lines up at tailback. He's our slot (receiver). He
runs our wing. He lines up in the two-back split. "He's a versatile guy." Midway has 15
starters back from a team that went 7-5 and made the second round of the Class 1A
playoffs. The Green Wave has appeared in the postseason seven consecutive years. Sure,
Midway isn't the first team that comes to mind on a list of perennial playoff contenders. But
that's fine with Davidson. "People do kind of overlook us," he said. "We have one of the
hardest regions. We have a really tough region. But down here, football is life at Midway.



Friday nights it's packed. It's an atmosphere. I don't know how you'd say it, but we don't
care that people overlook us. We just come down here to play ball how we want to play it."

But before Midway goes riding off into the sunset this season, Davidson must answer these
10 questions:

1. Let's get down to business. The name. Where'd you get it, man?

I don't know. It was my mom's thing. I guess it just went with my last name. My mom just
called me Harley I guess.

Did your family have a love for the motorcycle?
Yeah. My mom used to be a really big biker.

2. You're what 5-10, 170 pounds? That's hardly the Harley Davidson hog size. You're more
of a moped guy.

(Laughs.)

Just calling it like I see it. Is that how you run, like a moped?

I play like the Sportster, the Harley Davidson Sportster.

3. Do you like your name? If you could change it, what would you change it to?

I'll stick with my name. It gets old meeting new people. They always never believe it's your
name, and you always gotta pull out your ID or something like that. Like whenever you get
pulled over by the cops, they don't believe you.

You've been pulled over by the cops?

Yeah (laughs). Just for speeding.

How appropriate.

4. I got curious as to how many people are named Harley Davidson in America. So I went to
whitepages.com - the phone numbers Web site - and looked up your name. Within 10, can
you guess how many people came up?

Within 10, uhh.... Six?

Higher.

Eight.

Try 84.‘

847

In America. But in Tennessee, there were only two. So you're still special.

5. You don't have the only famous name on the team. I think some people could pick out



Ray Robinson on the roster. Do you call him Sugar Ray at all? (Note: Sugar Ray Robinson
was a five-time middleweight boxing champion between 1951 and 1960 and owned a 125-
fight winning streak.)

Yes. That's his nickname "Sugar Ray." That's exactly what we call him "Sugar Ray
Robinson."

Is it fun to have those nicknames on the team? Are there any other good ones on the team?
PREPXTRA ALL-NAME TEAM

Camp Arnett (Webb)

Billy Ray Buster (Rutledge)

Richard Butkus (Loudon)

Harley Davidson (Midway)

Antezz Dieffenderfer (South-Doyle)
Rad Dieter (CAK)

Dom Digiovanni (Catholic)

Casper Dodgin (Pigeon Forge)
Lucky Duggan (McMinn County)
J.J. Goforth (Morristown West)
Storm Kyker (Sevier County)

Bear Plemons (Greenback)

Colin Powell (Clinton)

Saxon Prater (Catholic)

Ray Robinson (Midway)

Khiry Riddles (Fulton)

Ken Starr (McMinn County)

Bunkie Vanskiver (Greenback)
Moss Xiques (Central)

Oh yeah. That's a (tradition). When the freshmen come in, the first thing we do is sit them
down and give them all nicknames. Everybody on the team has a nickname, pretty much.

... Everybody has a nickname. If you don't have a nickname, you're pretty much weird.

What do you call Coach Moser?



"C"'MO."

6. The size of your school - it being a 1A school - I can imagine that everybody at the school
knows everybody. Is that good at times, that you always know the person walking next to
you in the hallways?

It's good. But maybe not the whole school. Like if something happens, before you get to tell
anybody, if you don't want anybody to know, they already know. But it's really good for the
chemistry of the football team. We hang out a lot. A lot of us usually have the same classes.
That chemistry helps us build more of a brotherhood, I'd guess you'd say.

7. I was curious about how Midway got the mascot Green Wave. You know anything about
that?

No. But I remember when Midway first started we were called the Midway Jack and Jills.
Yeah, it just changed to the Green Wave. We ain't complainin’.

Yeah, really. That's a little better.
8. Off the field, do you have any hobbies?

I like hunting a lot. I try to hunt during the hunting season. Or some Sundays we'll go play
football, two-hand touch, with some of the Loudon football players. And just jumping off
cliffs into the lake. Stuff like that.

Hunting. Some of that stuff you have to get up at like 3 or 4 a.m. right?

Whenever I go, I usually go with some of my family and we'll wake up at about 4 or 5 in the
morning. We'll take a loaf of bread and some bologna and go out there all day.

9. I've heard you have a pretty big cheering section in the stands on Fridays. What's it like
there?

We got crazy fence walkers. In the stands, that's where all the old, old players will sit. Then
on the fence, it's players that graduated the year before or a couple of years before. They're
psychotic. I'd hate to play against us because of our fans.

10. I looked at your schedule this year and noticed you guys will play some 3A schools.
When you go up against teams like that, do you get intimidated or relish the chance to see
how you stack up?

If we're intimidated, Coach Moser knows we're intimidated right off the bat. He builds us up
and tells us what we need to do and pretty much when we go into the game we're ready to
play ball. We're not intimidated at all.

GRAPHIC: JOE HOWELL/NEWS SENTINEL Midway High School's Harley Davidson poses
for a picture. He is named after the famous motorcycle brand. A 2006 Heritage Classic
Harley is seen in the background.

LOAD-DATE: August 17, 2007



U.S. Trademark Opposition No. 91177156
. H-D Michigan, Inc. v. Bryan Broehm
Serial No. 78896325

Exhibit 9



Ventura County Star, Calif., Company Spotlight column Ventura County Star (California)
August 15, 2007 Wednesday
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SECTION: BUSINESS AND FINANCIAL NEWS
ACC-NO: 20070815-VE-BIZ-SPOTLIGHT-20070815
LENGTH: 622 words
HEADLINE: Ventura County Star, Calif., Company Spotlight column
BYLINE: Ventura County Star, Calif.

BODY:

Aug. 15--CLASSIC ICONS:

--Owners: Ira and Berna McRoberts.

--Product or service: Officially branded, licensing and nostalgic gifts.

--Date established: July 2005,

--Location: Victoria Village, just off Ralston Street and Victoria Avenue in Ventura.

--Hours open: 11:30 a.m. to 7:30 p.m. Tuesday through Friday, 10:30 a.m. to 5:30 p.m.
Saturday. Closed Sunday and Monday.

--Telephone: 644-3553.

--E-mail; info@classicicons.net

--Web site: www.classic-icons.com.
--Employees: 4.
QUESTIONS TO BERNA MCROBERTS: What prompted you to start your own business?

ANSWER: Ira has had a custom screen-printing and embroidery business for more than 29
years. He was 23 when he started and has been working hard ever since.

Q: What is your educational and career background?



A: Ira started with a small loan from a friend in 1978 and didn't have time to go to college,
so he immersed himself in learning how to manage a business by himself.

Q: How much research did you do before starting your business?

A: In 2003, Ira and I started thinking about opening a resort wear business in Hawaii. The
idea never came to solidify, so instead, we started thinking about the friends, acquaintances
and relatives who enjoy collecting or purchasing branded or licensing merchandise. After
much prayer and extensive research, Ira and I decided to open Classic icons. The theme of
the interior is tropical. Ira and I are very fond of our Hawaiian travels, and we tried to bring
a bit of that warm, inviting, island atmosphere to the shopping adventure.

Q: What were the most helpful sources, including Web sites?

A: When we first started, it was very discouraging to find out that a lot of the licensing Web
sites would not sell directly to us. A few were helpful and sent us a list of their distributors.
Mostly it was a lot of time on the Web trying to find product and a lot of trade shows for the
industry.

Q: When were you the most discouraged?

A: At the beginning, it's discouraging because you don't know which product is going to sell.
It's a learning procedure to find that out. You do that by letting customers come in and
letting you know what they want.

Q: What company or individual do you admire?
A: Definitely Coca Cola, M&M's and Walt Disney companies.
Q: What will make your business stand out from competitors?

A: This is an adventure that hopefully will bring the residents of Ventura not only a fun and
friendly shopping atmosphere, but also a great selection of officially branded merchandise
from well-known companies like Coca Cola, Harley-Davidson, Corona, NASCAR, John
Deere, Betty Boop, etc. All the displays are arranged by brands. There's a wonderful
assortment of coffee mugs, collectable figures, neon signs, wall clocks, watches and other
exciting items.

Q: Who is your target client/customer base?

A: Everyone is invited to come with the whole family and tour the store. Customers will feel
like they have found a place where they can find a special gift for anyone or themselves.

Businesses less than one year old can be profiled in Who's New in Business. Businesses
older than one year can be profiled in Company Spotlight. Those owning franchises in the
region can be profiled in Franchise Focus. Only businesses that have never been profiled in
The Star may participate. For details or the questionnaire, call 437-0239.

To see more of the Ventura County Star, or to subscribe to the newspaper, go to
http://www.venturacountystar.com. Copyright (c) 2007, Ventura County Star, Calif.
Distributed by McClatchy-Tribune Information Services. For reprints, email
tmsreprints@permissionsgroup.com, call 800-374-7985 or 847-635-6550, send a fax to
847-635-6968, or write to The Permissions Group Inc., 1247 Milwaukee Ave., Suite 303,




Glenview, IL 60025, USA.
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Biker chic Women have become a driving force in motorcycle sales, making up 10% of
riders THE DALLAS MORNING NEWS June 24, 2007 Sunday
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June 24, 2007 Sunday
FIRST EDITION

SECTION: BUSINESS; Pg. 1D
LENGTH: 1128 words

HEADLINE: Biker chic Women have become a driving force in motorcycle sales, making up
10% of riders

BYLINE: TERRY BOX, Automotive Writer tbox@dallasnews.com

BODY:

As a child, Genevieve Schmitt would cover her ears when a giant motorcycle with loud pipes
blasted past.

Today that big-twin thunder is music to her ears - and she's the one making the noise.

After decades of riding on the backs of bikes often driven by men, women in growing
numbers are sliding to the front of the saddle and driving themselves, a movement Ms.
Schmitt fosters as president of Women Riders Now, based in Livingston, Mont.

Women such as Patty Ryan of Denton and Darlene Davidson of McKinney account for at
least 10 percent of motorcyclists in the U.S. today. And it's the fastest-growing segment in
the graying $9.7 billion motorcycle industry.

July, not coincidentally, is Women's Motorcycle Month.

"We are about a quarter of the way up the mountain," Ms. Schmitt, 43, said of the growing
influence of women motorcyclists. "Women are kind of the transitional group as boomers
leave the market and the industry tries to reach out to younger buyers. And I believe there
are still thousands of women dreaming about getting motorcycles."

Ms. Ryan, 56, a family law attorney, quit dreaming and started riding nearly seven years
ago. She had just turned 50, was recently divorced "and wanted to do something different."

In August 2000, Ms. Ryan, the mother of two grown children, bought a 2001 Harley-
Davidson Lowrider that now has 45,000 miles on it.

"It has dramatically changed my life," she said recently from Alberta, Canada, while on a
solo bike trip from Fairbanks, Alaska, to Texas. "If I'm around women who ride on the back,
I'll tell them they should drive themselves."



Although the motorcycle industry is still fairly strong - manufacturers sold 1.1 million bikes
in 2005, the most recent year for which figures are available - growth has slowed from the
bike boom between 1995 and 2000, according to the Motorcycle Industry Council.

In addition, the average age of motorcyclists continues to increase, from 32 in 1990 to 41
today, said Jessica Prokup, a spokeswoman for the industry council.

"Women are definitely a driving force in the industry," Ms. Prokup said. "Women feel so
much more empowered today than they did 10 years ago. And motorcycling today is more
fashionable and hip than ever."

They may be a force gathering new momentum, she said.

"Women make up half of the students now enrolling in the Motorcycle Safety Foundation
basic rider course," Ms. Prokup said. "That says to me there is lots of potential growth in
women riders."

About 15 percent of Kawasaki's motorcycle sales are to women, the largest percentage in
the industry, said Sean Alexander, a spokesman for the company. Harley-Davidson is
second, with 12 percent women buyers.

Replacing boomers

"Baby boomers are reaching an age where they are moving away from motorcycle
purchases," Mr. Alexander said. "Someone has to replace them over the next 15 years."

Industry analyst Don J. Brown says he doubts that the number of women riders will grow
dramatically over the next decade - as some predict - or that they have even hit 10 percent
of buyers now. But that's not the point, he says.

"I think it's the wrong way to look at it," Mr. Brown said. "It's a good thing to have women
going into motorcycling, whatever their numbers are. They bring a different dimension to
the industry."

Women are getting plenty of encouragement from motorcycle manufacturers. They
accounted for about $970 million in motorcycle sales in 2005.

Harley-Davidson, for example, has established a Web site for women, sells ciothing and
gear for women, and sponsors "garage parties” at Harley dealers to introduce women to
motorcycling.

Most women don't want a bike designed specifically for them, so manufacturers aren't going
that far, said Leslie Prevish, a product communications manager at Harley-Davidson who
has been riding for 18 years.

"But there are thousands of women who dream of riding, and more are pursuing that
dream," Ms. Prevish said. "Definitely, we see women as a potential growth group.”

Right fit

Once the noisy macho ride of biker toughs and still the industry's most popular cruiser,
Harley-Davidsons appeal to women riders partly because they are relatively low to the



ground and can be handled by shorter people of both sexes.

Likewise, Kawasaki has a cruiser model with a low seat height as well as three low-rider
sport bikes.

In two of the three sport bikes, women probably account for 45 percent of the sales, Mr.
Alexander said.

Kawasaki also "courts and supports" women motorcycle racers, he said.

"We realize we need to focus on the general public - not just so-called manly men - and that
includes as many women as men," Mr. Alexander said. "The only way we are going to grow
this industry is to reach out to nontraditional groups."

Ms. Schmitt, a former producer for Good Morning America who fell for motorcycling while
doing a story on women bikers in 1990, believes that women account for at least 12 percent
of bike buyers and are growing even faster than the industry acknowledges.

"That 10 percent number is five years old," said Ms. Schmitt. "In the last 10 years, we have
seen a broader lineup of engines and bikes than in the past. The aftermarket has responded
with clutches that are easier to pull in, seats that can be fitted lower to the ground, different
pegs. All of that is clearly in response to the growing number of women riders."

'Close to elements'

Darlene Davidson of McKinney, a project analyst for Cadbury Schweppes in Plano, has been
driving motorcycles since she was a child in Canada and even bought one for cheap
transportation after she graduated from college.

"I had to take a little hiatus when I had kids," said Ms. Davidson, 44, whose sons are 13, 15
and 19. "It's something I grew up with. It's not an adrenaline thing. It's not speed. I get a
rush from being outside, from being close to the elements."

She rides a 2003 Harley-Davidson Softail and puts about 10,000 miles a year on it. This
week, she talked about motorcycles while packing for a bike trip to South Dakota.

Typically, Ms. Davidson said, she rides in a group out of Corinth.
Every other month, she participates in a "Women of Harley" ride.

"It's really cool," she said. "It's independence for women that we haven't always gotten. I'm
probably going to ride as long as I can hold up the bike. When I can't, I'll buy a trike."

Ms. Ryan of Denton has similar intentions,

"I feel like I can handle anything now," she said. "It gives me a sense of freedom. It gives
me a sense of peace."”

ABOUT WOMEN RIDERS
42 median age of a female motorcyclist in 2003, up from 38 in 1993,

Nearly



60%

are married

28%

have a coilege or post-graduate degree

35%

have technical or professional jobs

SOURCE: Motorcycle Industry Council

DigitalEXTRA

Links: Log on for links for women interested in riding motorcycles.

dallasnews.com/extra

GRAPHIC: PHOTO(S): 1. (RAY LeBLANC/Special Contributor) Darlene Davidson, a project
analyst for Cadbury Schweppes in Plano and mother of three teenage sons, puts about
10,000 miles a year on her 2003 Harley-Davidson Softail. 2. (Patty Ryan) Above: Patty
Ryan of Denton took up motorcycling seven years ago when she turned 50 and had just
gone through a divorce. The family law attorney recently embarked on a bike trip from
Fairbanks, Alaska, to Texas. 3. Left: Genevieve Schmitt, head of Women Riders Now, fell for
motorcycling while doing a story on women bikers in 1990 as a producer for Good Morning

America. CHART(S): (LAURIE JOSEPH/Staff Artist) WOMEN ON WHEELS / SALES NEED A
BOOST.
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Mechanic's DVD series allows Harley owners to get their fix The San Diego Union-Tribune
June 16, 2007 Saturday
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HEADLINE: Mechanic's DVD series allows Harley owners to get their fix

BYLINE: Joe Michaud, SPECIAL TO THE UNION-TRIBUNE, Joe Michaud is a San Diego writer
who also rides and restores motorcycles.

BODY:

The popularity of Harley-Davidson cannot be denied. Mention to any nonrider that you
ride a motorcycle and they will inevitably ask if it's a Harley.

Coupling this name recognition with a market-driven demand for personal individuality has
spawned a burgeoning aftermarket parts network. Catalogs thicker than city phone books
are available; each is bursting with customization possibilities. It's tempting to browse these
books and order additional bling.

But what about installation? Unless your shop guy makes appointments, it can often be a
case of "drop it off and wait." Your job may only take a half day but there could be six bikes
ahead of you. No one wants to leave their bike for a week.

Dennis Santopietro at Fix My Hog may offer a solution for the average do-it-yourselfer who
has the desire to learn and the correct tools. Santopietro has previously produced a series
of DIY maintenance DVDs for some of the most popular, current Harley-Davidson
models.

The latest editions are the first to provide installation instructions for modifications and
upgrades specific to the Softail/Dyna models and the Touring models. Engine mods shown
are applicable to Evo, Twin Cam 88 and Twin Cam 96 engine configurations. Both the
Softail/Dyna Bolt-On Performance Edition and the Touring Bolt-On Performance Edition
include three DVDs, totaling nearly seven hours of close-up instructional video each.

The videos are shot using the shop technicians from previous issues and each procedure is
illustrated in a clear, descriptive style. A complete list of tools is provided, and each tool is
shown and explained. Specific information is given when needed for popular brand-name
products like Mikuni, SuperTrapp, Barnett, PowerCommander, Dynojet and others.

In both sets, each DVD is indexed with projects generally becoming more technical as the
video progresses.

The first DVD in the Softail/Dyna edition begins with basic projects. Brake lines, clutch



cables, throttle cables, intake/air cleaner, exhaust system and new fuel-curve mapping are
the easy mods. A bit more involved are categories including carb/intake, custom
headlights/passing lamps and digital gauges. The last disc brings out the specialty H-D shop
tools. Inner/outer primary covers and a performance clutch require special shop pullers, and
adding a new chrome front end, wheel and brake hydraulic systems will require an assistant
and special tools.

The touring set features similar modifications but adds fairing removal/replacement. Those
of us who own faired motorcycles know the anguish of removing/replacing expensive fairing
sections. The H-D fairing is stuffed with an amazing array of equipment that must be kept in
correct order. It made disassembling my Ducati look easy.

Those who have the necessary tools and can follow clear and precise directions can do these
modifications. Common mechanic rules apply: Go slow, be sure you understand the
procedures and don't force anything.

An interesting chapter for H-D hot rodders is an included discussion between Fix My Hog
founder Dennis Santopietro, professional mechanic Bob LaRosa and American Iron editor
Chris Maida regarding the EPA restrictions on performance upgrades. California leads the
nation in planned regulations regarding alteration of engine components and in enforcing
the 1979 Clean Air Act regulations. Eventually, all new engines may be required to carry
EPA certification paperwork or permanent stickers showing compliance with the new clean
air regs. Add the eventuality of biannual registration smog certifications to the mix and the
outcome is uncertain.

That poses another question: Will anyone be legally allowed to modify any certified engine?
The videos were professionally scripted, shot and edited and all feature Bob LaRosa as head
mechanic. LaRosa is a graduate of the Motorcycle Mechanics Institute and worked eight

years for H-D. He owns a shop in Connecticut where these DVDs were taped.

Other titles offered in the Fix My Hog series are specific maintenance DVDs for particular H-
D models including the Sportster series, Softail, and Touring models.

Check the Web site at www.fixmyhog.com, or e-mail info@fixmyhog.com; (619) 269-9321.

GRAPHIC: 1 PIC; CAPTIONS: Show host and chief mechanic Bob LaRosa (left) and
mechanic Mark DiPietro work on a 1999 Harley-Davidson Softail.
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ABSTRACT

Women are not overlooked; AAOW also publishes an annual guide to the most influential
African-American women in the auto industry. In fact, the men's guide grew out of the
women's guide. AAOW editor in chief, Lyndon Conrad Bell says; "Sometimes the best ideas
are the obvious ones. We'd never seen a listing of the top sisters in the industry, so we
decided to assemble one three years ago. It was so well received, the logical next step was
to develop one of the brothers as well." AAOW's women's guide appears in December
issues.

FULL TEXT
African Americans On Wheels Lists the Top Black Movers and Shakers

DETROIT, Mich - - The seventy black men holding the top jobs in the auto industry will be
featured in the June/July issue of African Americans On Wheels magazine. Featuring men
with positions at the vice-president level and above, the list includes people many in the
industry may have heard of, like Ed Welburn, GM's first Black vice president of Design. And
men some may not have heard of before, like Darryl Hazel of Ford, the first Black president
of a car company in automotive history.

Black men hold top posts at many other well-known names in auto manufacturing,
services, and racing too. Harley Davidson motorcycles, XM Radio, and Dale Earnhardt,
Incorporated are all graced with men of color in their executive suites.

The guide, now in its second year for men and third year for women, is published by African
Americans On Wheels magazine. Randi Payton, publisher of AAOW says; "There are many
misconceptions about the role people of color play in determining the nature and variety of
the cars we drive. Yes, fashion and trends are often guided by the whims of Black athletes
and entertainers, but it is Black men like Ralph Gilles, leader of the team that designed the
Chrysleir 300 that genuinely affect the nature of America's automobiles."



Women are not overlooked; AAOW also publishes an annual guide to the most influential
African-American women in the auto industry. In fact, the men's guide grew out of the
women's guide. AAOW editor in chief, Lyndon Conrad Bell says; "Sometimes the best ideas
are the obvious ones. We'd never seen a listing of the top sisters in the industry, so we
decided to assemble one three years ago. It was so well received, the logical next step was
to develop one of the brothers as well." AAOW's women's guide appears in December
issues.

Polling the major auto manufacturers, peripheral industries and organizations, AAOW editor-
at-large Mary M. Chapman assembles the guides. Chapman says; "It can be quite a
challenge, often (to their credit actually) many organizations don't realize they have so
many executives of color. It can really take some digging to uncover people in less visible
areas of a company."

Published by On Wheels Incorporated, African Americans On Wheels magazine is a member
of the family of the most trusted automotive publications in the United States that cater to
people of color. Similar culturally specific automotive information is featured in AAOWs
sister publications, Asians On Wheels and Latinos on Wheels. In addition to features on
executives, the publications review new cars, trucks, SUVs, motorcycles and RVs. They offer
financial information and lifestyle features about cars and the people of color who drive
them. To subscribe to any of these publications, visit www.onwheelsinc.com.

GRAPHIC: Photographs
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Reasons to check out the recent addition to the Krause Funeral Home's stable of hearses:
1. Only hearse in town with dual chrome potato-potato exhaust pipes.

2. Looks like the wagon that carried Billy Clanton to Boothill after the Earp brothers pumped
him with lead at the O.K. Corral.

3. Still has that new-hearse smell.

Mark Krause's latest twist on funeral traditions features an air-cooled, twin cam engine; six
gears; and a glass-sided carriage trimmed with crushed velvet.

It's a Harley. It's a hearse. It's a Harley hearse.

"Just trying to do something different," said Krause, who is known for just that.
"Milwaukee's a Harley town, and there are so many people (who) find recreation in
motorcycles.”

So why shouldn't they take their last ride on one - or, in this case, behind one?

And, figuring that many people will opt for motorcycle-led funeral processions, why
shouldn't the Krauses put down almost $100,000 on a customized Road King and its fancy
carriage?

Krause is among a group of funeral directors nationwide that has been shaking up the
tradition-bound business with practices that cater to a trend of less ceremony, more
socializing and more personalization in funerals.

Seven years ago in a West Allis strip mall at 2247 S. 108th St., he opened what looks like a
typical, brightly lighted retail store in all respects but one: It sells caskets, urns and
memorial items, and lets prospective customers check the prices of similar items at area
funeral homes.



Last year, Krause started offering funeral clients the option of having food served in the
visitation room - alongside the casket and body.

Now, he has what he prefers to call "the Krause Funeral Home Motorcycle Hearse" out of
sensitivity to local manufacturing icon Harley-Davidson Inc., -which carefully guards its
famous brand.

"For so long, funerals have been so reactive," Krause said. "I think that's part of the reason
that people don't like funerals - that they've been so traditional. . . . If we can offer people
more options and be more creative in the way we say goodbye, it will certainly broaden our
clientele."

More personalization

Industry observer Doug Hernan said Krause's latest move fits the trend toward customizing
funerals and giving them "a little bit more 'wow' factor."

"Really, it's a little bit more thinking about the funeral as theater," he said.

Hernan is executive editor of FuneralWire.com, an online news source for the death-care
business. (Among featured articles: "Don't Call Me Sweetie! Terms of endearment can
undermine your service to families & guests" and "The Cre-Need Squeeze: Why we can't
count on preneed to offset cremation's growing drain on sales.")

"The funeral director of yesterday was more of an order-taker," Hernan said. "Today, he's
expected to be an event planner.”

So we're seeing things such as Harley-Davidsons drawing replicas of 19th-century funeral
carriages, truck-loving deceased being carried to the cemetery in the backs of their pickups
and farmers being pulled to their rest by John Deere tractors.

Meanwhile, people such as Jim Moritz, a Milwaukee-area man who makes cremation urns
that look like tear-drop motorcycle gas tanks, are finding niches in the funeral trade.

Moritz said that his part-time business brought in more than $100,000 last year, its first,
and that 100 outlets now carry the urns.

"The whole field is getting more and more into memorialization and personalization," he
said.

But for all the photo montages at visitations, edgier items such as the gas-tank urns and
Harley hearses remain a tiny part of the U.S. funeral industry.

Tombstone Hearse Co., which built Krause's new vehicle, has sold all 18 of the custom
hearses since the Pennsylvania firm was started five years ago.

But Jack Feather, the former construction and development company manager who founded
Tombstone, is happy with his business. He's preparing to build three more hearses, gets
referral fees from funeral directors who use the vehicles and has branched into side
products such as a line of hot sauces (Red Hot Reaper, Hell's Gate Garlic and Pine Box
Jalapeiio).



"We've done some pretty big funerals already," Feather said. "Over 4,000 motorcycles in
some processions."

Leasing possible

Krause - who said his three-wheel Harley and its carriage cost about as much as a
conventional hearse - has owned the unit for two months. With no publicity, he said, it has
been used about 12 times during that period.

Krause's brother, Gregg, drives the motorcycle during funerals, outfitted in a black leather
vest, black denim jeans, black boots and a bolo tie with a buffalo-nickel clasp.

With the purchase, the Krauses own the rights to use the Tombstone Hearse throughout
Wisconsin, opening the possibility of leasing it to other funeral homes for a fee. It's headed
to Antigo for a funeral this weekend, Mark Krause said.

Not all the users are the families of bikers. Among Krause's clients selecting the hearse was
the family of a 97-year-old woman.

That has given Krause an early distinction in the nationwide Tombstone Hearse family. The
company's first customer, a Detroit-area funeral home, holds the mark for the coldest
motorcycle-led procession - minus 10 degrees, Mark Krause said.

"But," he said, "we've got the record for the oldest person.”

Copyright 2007, Journal Sentinel Inc. All rights reserved. (Note: This notice does not apply
to those news items already copyrighted and received through wire services or other
media.)
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Corbin-Pacific Inc. -in Hollister, CA, has chopped its time to develop new motorcycle
accessories by three-fourths. The gains come from reverse engineering its customized,
handmade designs for saddlebags, fairings (windshields), back rests, and "smuggler boxes."

In a few years, says chief operating officer Tom Corbin, "this technology could double the
size of our business” which is better known among motorcycle riders as Mike Corbin's
"Workshop of Wizards." The system he referred to includes a laser scanner from Perceptron
Inc., » Plymouth, MI; software from Delcam, Windsor, Ont., Canada, a seven-axis portable
coordinate measuring machine (CMM) from Romer Inc., Wixom,MI; and a five-axis router
from Diversified Machine Systems (DMS), Gainesville, TX. In total, a $400,000 capital
investment was installedearly in 2006.

"Scanning is 75 percent faster than the hand methods we had been using," says Tom
Corbin, Mike's son. "Those methods plus the time needed to find and train designers, have
sharply limited our growth."

Corbin fairings, saddlebags, and "smuggler" boxes turn the motorcycle--a physical
expression of power and self-assertion--into an elegant piece of mobile art. In doing so it
brings together the kinetic and aesthetic sides of the rider's personality. "In motorcycles,
the American passion for cars is multiplied tenfold," says Tom Corbin. "Bikes are a hobby
and a love"

Adds marketing manager Greg Hurley: "This is an enthusiast-driven market. It is also an
impatient market. Any time Corbin can save in developing new products helps keep
customers loyal."

Many ideas come from visiting bikers during Corbin's annual Fourthof July rally in Hollister
and a mid-October rally in Florida. Everything is built by hand and in-house. Total
employment is nearly 200. Founded in 1968, the Hollister plant has grown to 82,000 sq ft.



The product development process at Hollister starts with choosing several motorcycles from
each year's crop of about 30 new street bikes, off-road bikes, and scooters. All the famous
names are included: BMW, Harley Davidson, Ducati, Honda, Indian, Kawasaki, Suzuki,
Triumph, Vespa, Yamaha, and many others. Corbin also makes motorcycle components
such as spoilers and grilles plus furniture that replicates the rear seats of classic cars. There
is competition, of course--but Corbin dominates the marketplace.

Working in a studio jammed with motorcycles, eight designers called "shapers" sculpt the
left-hand halves of each new product in modeling clay. All Corbin products are axis-
symmetrical along a vehicle centerline, so only half need be modeled. These are highly
stylized and conform artistically to the lines of the specific bike.

Sculpting each new half-model takes shapers about a week. As soon as they finish, model
makers duplicate and mirror-image the right-hand halves in a two-part urethane plastic.
That completes the model--also known as a master or a plug--from which the molds are
made. Prior to reverse engineering, completing the models and making molds took four
more weeks. Now they are done in just one week, three-fourths less time.

Actual parts are rotationally molded in a thermoset polyurethane using hand-laid-up molds.
Then parts go to routers that deflash the parts and cut openings for doors, locks, and
attachment points. After surfaces are smoothed by hand-finishing, the products are
assembled, coated, painted, and polished until glossy. Corbin uses a rotational molding
machine from Rotokinetics, Athens, GA, and plans to buy two more.

"These new tools really empower the company to become more imaginative, to create more
exquisite, more finely detailed new products,” Tom Corbin says. "The key to any successful
company is being involved with the customers and, for us, that means a steady flow of
great newdesigns.”

Mike Corbin's Workshop of Wizards is first and foremost a manufacturer. Every office except
that of owner Mike Corbin faces into the factory, even Tom Corbin's. The studio where
products are born is just one door away.

It was obvious to Tom Corbin that technology was an avenue of growth. "But first," he says,
"we had to figure out a way to scale up thebusiness from eight shapers to 32 and make a
corresponding increase among the model makers. That would allow us to offer products for
allnew motorcycle models rated above 300CCs. But we were in a quandary about the risk of
hiring that many people.”

Reverse engineering helps develop new products without a heavy front-end investment in
skilled workers, Tom Corbin explains. "Initiallyl can only train one shaper at a time," he
says. "Maybe after a yearor two I could build up to training maybe three at a time. That
means fully staffing up for big growth could take three to four years. Way too slow, even
assuming no one quits,"”

He continues: "Then I also would have a big reoccurring labor cost. For me as a
manufacturer in California, the high cost of labor is the real business issue. That was the
justification for our plunge into technology."”

"In five or six years this [accessories] department could well double in size,” Tom Corbin
adds. "We always knew the opportunity was there but we could not capitalize on it without
the technology. Saddlebags, fairings, and smuggler boxes could be larger and more



profitablethan our main business,” which is motorcycle saddles. Saddles use entirely
different production methods--they are upholstered--and are unaffected (so far) by reverse
engineering.

The people responsible for using the reverse engineering and inspection systems are design
engineering manager Anthony Printis and machinist Armando Rodriguez. "The whole system
is very intuitive, and it works seamlessly with the rest of the operations," says Printis.
"What we accomplished here in the last few months of 2006 is amazing."

Reverse engineering also opens the door to moving from accessoriesinto vehicles--three-
wheeled motorcycles, trailers, and sidecars--plus the biggest Corbin dream of all, the three-
wheeled Raven urban runabout. (See sidebar Technology revitalizes 3-wheeled Raven)

Design data, left to right

Like all shrewd technology investments, Corbin's foray into reverse engineering focused on
what is repetitive and prone to error, rather than on what is purely creative--that is, on the
tasks of the modelmakers rather than the shapers and other stylists.

The challenge of making the right-hand halves of its models exactly mirror the handmade
lefts has always been dimensional. Model makershave used cardboard templates, gages,
measuring tape, calipers, files, and so forth--none of which is very accurate.

Getting this right is critical as fairings and smuggler box halvesmust mate with no visible
seam. Saddlebags are easier as they are sculpted whole. The left and right saddlebags of a
set simply need to match rather than mate.

In addition, the model makers have to deal with expansion in the ABS plastic and its
allowance in the molds. "On a hot summer day, a molded ABS saddlebag can expand by as
much as a sixteenth of an inch," Printis notes.

There was also some tech fear to overcome, which Tom Corbin freelyadmits. "Before we got
into this we did not have a baseline for whatto expect. We had a certain amount of fear,
uncertainty and doubt" or FUD. "We felt like we were going into the wilds, into the jungle."

One reason for the FUD is that Tom Corbin is a keen observer. "Thetypical pattern of
acquiring technology is you buy it and install itand it sits pretty much unused for three
months;' he says. "Then thepeople start to experiment with it, run into snags, stumble, get
frustrated, and move on to solve other problems.

"We couldn't afford to let that happen. We needed to be able to make it work with the
shapers and model makers we had, and any people we could reasonably expect to hire like
Anthony [Printis] and Armando [Rodriguez]."

Hand methods also limited:

* The sophistication of saddlebag, fairing and smuggler box designs, holding back the
creativity of the shapers and other stylists.

* Diversification away from saddles and accessories into three-wheeled vehicles.

REing the right halves



Like all technology success, reverse engineering and inspection atCorbin is a synergistic
combination of software, hardware and processes. Central to this is data gathering and
manipulation done with software from Delcam plc, including:

* PowerINSPECT to capture 3-D surface data whether it's a scanned "cloud" of hundreds of
thousands or even millions of points, or a fewhundred to a few thousand touch-probed
points.

* CopyCAD to prune the scanned data to what is needed, triangulateevery set of three
points on a plane (as Stereolithography Tessellation Language or STL files), form the points
into meshes, connect the meshes to represent the surface, and reedit the STL surface if
needed.

* PowerSHAPE to turn the STL files into CAD formats such as non-uniform rational B-spline
(NURBS) files and to generate curves and details such as parting lines that are needed for
machine-tool programming.

* PowerMILL for programming the five-axis router.

"If you have any background in using these processes," Printis says, "this is all pretty
intuitive.”

The hardware for the Corbin system is:

* A ScanWorks V4i laser scanner from Perceptron and its ScanWorks software for managing
the clouds of 3D points gathered by the scanner.

* A seven-axis Infinite Arm from Romer. The Infinite Arm has built-in wireless connections
(no more tangled cables) and a digital camera to capture setups. The arm has probes as
well as a scanner attachment.

* A five-axis computer numerically controlled (CNC) router from DMS.

Also crucial was product integration and systems support from Vizion Technologies,
Burbank, CA, the DELCAM distributor. "Reverse engineering would not have worked had it
not been for all the help we got from Jerry Sanders [Vizion president] and his technical
support staff.They handled all the integration for us even though they only represented
Delcam,"” says Tom Corbin.

Corbin bought the technology based on a simple test. "We gave Vizion a left-hand
saddlebag from one of our shapers and told them to duplicate it for us," he recalls. "We
explained to them that was our bigchallenge. Could they scan it and sort out the point cloud
into something we could use?"

Result? "They did it right in front of us, almost in real time," Tom Corbin says. "The
matching half was chiseled out as we watched. Nosmoke and mirrors, nothing done behind
the scenes. They did another demo with our products, and walked my guys through the
scanning, editing, and programming. At that point we were sold and we never looked back."

He adds. "we had a high degree of confidence in Jerry personally and the vendors he
represented. They have all honored their promises to us, which is very good for this day and
age. As the COO of a technology user company, that is what I need for our people to
succeed." However, adds Tom Corbin, "we were also confident that even if the vendors did



not fully honor their promises to help us be successful, thatwe could do it on our own. This
place isn't called 'Workshop of Wizards' for nothing."

Slashing time and cost

"The whole system is very intuitive," says Printis. With four hours of training and only
limited knowledge of the process, he and Rodriguez scanned and duplicated three projects
in their first six weeks:

* A saddle bag for a Kawasaki.
* A smuggler box for a Honda
* A windshield fairing for a Yamaha.

"Under the old methods, each of these projects would have taken about four weeks," Printis
says, "so this added up to an immediate doubling of model making productivity." The
projects included generating the masters or plugs for molding these parts. A big help, he
says, were Sanders' team, which has extensive backgrounds in tooling. It walked him
through the scanning, reverse engineering, and inspection processes and then developed
format and procedure models for him to follow.

"With the old methods," Printis continues, "getting center lines of the motorcycles and our
accessories, for locating and mounting, andcorrectly aligning the halves would have taken
two weeks. Making sure the halves matched exactly would take two to three weeks more."

These gains are directly reflected in delivery times for the masters and plugs, "by the end of
the fourth day, worst case," Printis says. "Getting the scanner's point clouds edited into the
necessary datafor CAM takes a couple of hours. Armando [Rodriguez] needs two to three
days to program, rough machine and finish machine. Producing the roto-mold tooling takes
one or two days more, including an overnight cure."”

Printis notes that "inspection jobs are quickly set-up, despite the complexity of this work.
The well-thought-out software interface allows straightforward ease of use, and is a very
mature product. It istightly integrated with the Perceptron's updated ScanWorks software
and the Romer arm and that means less issues for potential data communications problems.

"Reverse engineering PowerINSPECT data comes into CopyCAD's Triangulation Wizard that
automatically generates a workable triangular surface mesh, which saves a lot of time
consuming. We can manipulate thesurface into the appropriate desired surface with
CopyCAD's tools," Printis adds.

"Whether the data is touch-probed points or clouds of points, generating files for machining
or design refinements is quick, easy and very intuitive," he continues. In addition, "Delcam's
CAD software PowerSHAPE is well suited to creating and refining surfaces, as well as solid
models, starting with points in 3-D space instead of geometry. Over the years I have
worked with a lot of CAM packages and, for complex work, PowerMILL is the best."

When it comes to reverse engineering hardware, "for our reverse engineering needs and my
settings, the Perceptron V4i scanner and ScanWorks gathers more than enough data with
just a few scans,” Printis notes. "That usually takes just a few minutes. Perceptron's Laser
probeis a line laser scanner sensor, which captures 22,800 points a second at 30 hertz.
Depending on user skill in calibration, the system canbe accurate to 0.024mm or 24 microns



at 2 Sigma. ScanWorks links to PowerINSPECT seamlessly so, again, no worries."

Printis also has praise for the Romer Arm. "As the biggest piece of hardware in our portable
inspection and reverse engineering system,the Infinite is a pleasure to ease, even after
several hours of scanning. Its BlueTooth wireless connections eliminate the problem of
tripping over cables. In a busy and confined engineering area, that can be a been a major
hassle.” '

Hired in mid-2006, Printis brought considerable experience to the job. A model maker by
trade, he worked for many years in California automotive and toy design and styling
studios. He completed his degreein industrial design from San Jose State University in 2005.
Printisalso attended the Art Center College of Design in Pasadena for several quarters.

Starts with 'click’

All the technology went right together, right from the first job, and it keeps getting better as
we learn,” Printis says.

Tom Corbin calls this "the click” of technology--when it clicks into place with everything
else. "That is when the designers and model makers and Anthony and Armando all start
learning from each other," he says. "That's when they start improving each other's

practices, learning advanced techniques in programming, and learning to troubleshoot."

The investments in reverse engineering and inspection also help. These ideas are Tom
Corbin’s:

* Grow the business. The accessories division grew 35 percent in 2006 "even with us
needing six months to really get involved with the technology. We believe we will grow the
division 50 percent to 100 percent in 2007. Eventually, accessories will be bigger, perhaps
much bigger, than saddles, which are still our bread and butter."

* Create opportunities for more new products in smaller markets. "We can now do much
shorter runs and still make money. Not long ago weneeded thousands of pieces for a good
market. Now 300 to 500 pieces is a very attractive to us."

* Reduce business risks of getting into any specific product line."Now if something doesn't
work out, we are not stuck with the heavy front-end engineering and tooling costs."

* Explore new styling and design ideas such as a saddlebag molded with Ferrari-like fins.
"With the old hand-duplicating methods, we could not have done something with fins like
that. Our new level of design flexibility lets us be much more imaginative."

* Reshape the business whenever the marketplace offers new opportunities. "As an
executive I now have more tools to reshape my business."

Taken all together, the technology helps make Corbin part of the new paradigm for
American manufacturing--intuitive, creative, market responsive, capable of fast
turnarounds, and close to individual customers. Higher-volume, lower-margin work is left to
other, less creative organizations.

"This is the type of technology that, until now, a small company could not effectively take
advantage of," Tom Corbin adds. "Without this we would not be as competitive as we need
to be. When this technology is added to the traditional American manufacturing strengths of



ingenuity and enterprise," he continues, "American companies will again grow more
competitive.”

He continues, "mid-sized and small businesses need to know about these technologies--that
they are affordable, that they work, and thatthey can really make a difference in
competitiveness and new opportunities. (See sidebar Realistic expectations + perseverance
= tech success)

The new Corbin technology also points to "futures” that will eliminate some skills
bottlenecks:

* Shaping and clay work will go digital and move to PowerSHAPE, SolidWorks from Dassault
Systemes, and AutoCAD from Autodesk Inc.

* Model making will be automated with PowerMILL and PowerSHAPE.

* Hand lay-up work of the mold makers will move to the DMS router.

Delcam, www.rsleads.com/704tp-155; Romer Inc., www.rsleads.com/ 704tp-156;
Diversified Machine Systems, www.rsleads.com/704tp-157; Perceptron,

www.rsleads.com/704tp-158; Dassault Systemes, www.rsleads. com/704tp-159; Autodesk
Inc., www. rsleads.com/704tp-160

Technology revitalizes 3-wheeled Raven

The reverse engineering and inspection technology from Perceptron,Romer, and Delcam is
also helping breathe new life into a longtime dream of Mike and Tom Corbin--a three-
wheeled, one person car that would be "the ultimate commuter vehicle."

Originally known as the Sparrow, it is back to life as the Raven. A planned three-cylinder
800 CC engine will give Raven 60-mile-a-gallon fuel economy and speeds of up to 90mph.

"We tried this a few years ago but we didn't have the tools or theexpertise in-house to pull
it off," says Tom Corbin, chief operatingofficer of the family owned Corbin-Pacific Inc., -
better known as Mike Corbin's World of Wizards. "Surface panels for even a very small car
are much bigger and far more complex than what we were used to. Much larger tools would
be required, too."

He continues, "there were a lot more parts than what we customarily dealt with and they
had to fit together much more tightly. It was too costly and had too big a learning curve.
Before the new technology, Raven was beyond our resource base to capitalize on."

Now, however, "we have the horsepower to try again," Tom Corbin says. "Without the
scanning and reverse engineering technology, we would have needed 15 engineers, a huge
hit to the payroll. The technologywill let us use our existing team."

By the end of 2007, Corbin expects to have designed and built a working Raven prototype
and developed the low-initial-volume productiontooling. Then they plan to license it.

Realistic expectations + perseverance = tech success

Companies succeed with new technologies only when their expectations are realistic and
only when they persevere through the inevitable setbacks, says Tom Corbin, chief operating



officer of Corbin-Pacific Inc. »--better known to motorcycle riders as Mike Corbin's World of
Wizards.

"Companies so often fail with new technologies because management's and workers' initial,
short-term expectations are unrealistically high," Tom Corbin says. "They get discouraged
when the inevitable setbacks occur. The technology gets pushed into a corner and left
there, forgotten, a monument to someone's brainstorm."

Secondly, because long-term expectations are unrealistically low, companies fail to achieve
sought-for benefits. "They don't foresee, or don't appreciate, the business transformations
that technology permits, sometimes quantum jumps," he continues. "They don't get all the
potential payoffs and benefits that make all the effort and expense worthwhile. Because
they don't expect the benefits, they don't insist that their people achieve them, they don't
persevere,"

Thirdly, "people working with new technology day to day get discouraged and quit trying,
especially when management gets impatient for quick results and is stingy with support and
recognition."

It is a mistake, he continues, "to buy a technology, implement it,and expect high yields the
next day. You have to persevere until youget to the point where it all clicks together with
the rest of the business. If it was wisely chosen, eventually it will." Corbin installed
$400,000 worth of reverse engineering and computerized inspection technology early in
2006. "We never doubted our decision, despite occasional setbacks and losing two key
people. You have to stick with it. Then there is a tremendous gain and you ask yourself,
'What if we had not done this? How far behind the competition would we be?'"

This technology is now practical for small and medium-sized businesses like Corbin. "You do
not need to be a Boeing or a Lockheed with teams of support people to make it work," the
executive says. "The technology is now clever enough that experts are no longer needed."
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Harley-Davidson Proving its Popularity on eBay According to Research by Terapeak Business
Wire November 6, 2006 Monday 6:00 PM GMT
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LENGTH: 380 words

HEADLINE: Harley-Davidson Proving its Popularity on eBay According to Research by
Terapeak

DATELINE: VICTORIA, British Columbia

BODY:

Harley-Davidson enthusiasts, considered to be traditionalist in the motorcycle world, have
proven that they are not afraid to shed traditional sales channels, in favor of doing business
online. In the past year, sales for Harley-Davidson merchandise on eBay have topped
$30,000,000 for parts and accessories alone, according to research by Terapeak
(www.terapeak.com).

Over the past century Harley-Davidson has established itself as the most well-known
motorcycle brand on the planet, with one of the most loyal customer bases of any brand.
Their customers are strongly rooted in tradition as evident from statements in their motto,
"We believe that cowboys had it right, we believe in rumbling engines and fuel tanks
designed in 1936..." While Harley enthusiasts may believe that fuel tanks from the thirties
are ideal for their bikes, they opt for much newer technology when it comes to buying and
selling their merchandise. Over the past year there have been over 2 million bids on Harley-
Davidson parts and accessories on eBay(a).

Rarley-Davidson has also consistently been the top ranked search term on eBay's Pulse,
which lists the top 10 search terms for every category on eBay(a). Additional research using
Terapeak's eBay Motors Parts and Accessories Research Tool shows that February had the
most sales for Harley-Davidson parts and accessories with over $2.9 million in total sales.
Successful listings were also at a yearly high in February with 54% of listings ending in a
sale. With sales numbers like these it is clear that Harley-Davidson loyalists will not siow
down, especially when it comes to buying and selling on eBay.

About Terapeak Motors Parts & Accessories

Terapeak is an eBay Certified Solution Provider and a member of the eBay Developers
Program. Terapeak's Motors P&A Research provides sellers with access to in-depth research
on the past year of eBay data. Sellers can access reports which indicate the best time to
sell, how much to sell for, and what keywords drive profits. Terapeak allows users to get in-
depth research reports on their competition, as well as themselves. Try a free trial at
www,terapeak.com/motors.




(a) All statistics are taken from www.terapeak.com

CONTACT: Terapeak
David Frey, 250-483-3275
http://www.terapeak.com
dfrey@terapeak.com

URL: http://www.businesswire.com
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Earnings Spotlight: AUTOMOTIVE: Harley-Davidson Net Surges As New Models Lift Results
The Wall Street Journal October 13, 2006 Friday

Copyright 2006 Factiva, a Dow Jones and Reuters Company
All Rights Reserved

Dow Jones Factiva

(Copyright (c) 2006, Dow Jones & Company, Inc.)
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The Wall Street Journal
October 13, 2006 Friday
SECTION: Pg. B2
LENGTH: 177 words

HEADLINE: Earnings Spotlight: AUTOMOTIVE: Harley-Davidson Net Surges As New
Models Lift Results

BODY:

Harley-Davidson Inc. ~logged another quarter of surging sales on the back of four new
models and a new engine with a six-speed transmission.

The Milwaukee company said retail sales of Harley-Davidson motorcycles grew 8.9%,
largely driven by a 19% rise in international sales, which it said will continue to outpace
domestic sales. The iconic motorcycles are now sold in more than 60 countries and did
especially well in Canada and Japan in the third quarter.

Harley-Davidson's results were equally impressive in its own backyard. U.S. retail sales of
its motorcycles rose 6.7%, while the overall heavyweight motorcycle market was flat.

The company has largely avoided the slow-down effects of higher gas prices and interest
rates that have hit many other U.S. recreational-vehicle m